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e How to avoid wear and repair with — 


NO METAL 
TO METAL 
CONTACT. 


BRODIE BIROTORS 


BiRotor Model B-51C 














There are just two simple moving 

parts in the measuring chamber — and 
they never touch. There is no metal-to- 
metal contact, no mechanical friction and 
no complicated mechanism to cause wear 
or repair. This means smooth vibration- 
less BiRotor performance, low mainten- 
ance, high sustained accuracy and long 
trouble-free service life! 

Completely self-contained and easily 
interchangeable measuring unit permits 
quick change-over, with minimum down- RALPH N. BRODIE COMPANY 
time — all without disturbing meter ee Cee” 
housing or line connections. Double case MT. VERNON, N.Y., 550 So. Columbus Ave. 
construction with welded all-steel hous- seaves 4, Same. aot aon, 7 


ing resists external and internal shocks CHICAGO OFFICE: 1227 Circle Ave., Forest Park, Ill. 
or impacts. LOS ANGELES 22, CALIF., 5401 Sheila Street 


There’s no need to baby a BiRotor — 


they’re built to operate at full rated 
capacity. 


REPRESENTATIVES WITH STOCKS AND SERVICE FACILITIES §#N ALL PRINCIPAL CITIES 








A MARKET EXPANSION 


PROGRAM AS BIG AS ALL 





ANTIKNOCK 
COMPOUND 


This illustration is from a special Ethyl advertisement 
appearing in SPORTS AFIELD, OUTDOOR LIFE and 
FIELD AND STREAM this month. Its purpose is to in- 
terest people in using their cars more, by taking camp- 
ing vacations. This is a “‘plus’”’ to the national Magic 
Circle advertising campaign running in leading general 
consumer magazines. 

In addition to this complete magazine coverage, there 
is a broad publicity program. Magic Circle travel-by- 
car articles are appearing frequently in over 800 news- 
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papers. Radio and television audiences are being reached, 
too, with messages designed to stimulate driving. And 
nearly 3000 Women’s Clubs all over America are par- 
ticipating in an Ethyl-sponsored “‘Find your own Magic 
Circle’’ program—encouraging their members to ex- 
plore their own areas. 

This market expansion program is now in its seventh 
year and still has only one aim: to help you sell more 
gasoline and other service station products. 

ETHYL CORPORATION, New York 17, New: York. 
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KAM 
can do a 


job for 
you They certainly can if you have any hose 


or pipe connections. Whether you 
handle liquids or dry products, OPW 
Kamloks are the fastest, safest, surest 
hose and pipe couplings known. 

FASTEST—Simply slip the coupler on 
the adaptor and press the two arms 
down .. . you've made a tight, leak- 
proof connection. 

SAFEST—OPW Kamlok connections 
are made without twisting, kinking or 
straining hose and piping. 

SUREST—Cam Arms hold connection 
perfectly tight. No threads or lugs to 
engage—no extra tools required. 
And—OPW Kamloks are... 

available in a variety of styles. One 
style will solve your connection prob- 
lem. 

available in aluminum, bronze, monel, 
semi-steel, and stainless steel with a 
selection of six gasket materials. One 
combination of metal and gasket will 
handle your product in the best, least 
expensive way. 

available in a variety of sizes... 
from %” to 6”. 

There’s an OPW Kamlok just right 
for you in style; materials, and size. 
When you need the fastest, safest 
surest coupling known, GET OPW KAM- 
LOKS. More information available in free 
Catalog F-10-R. Write for your copy. 


SAFEST, SUREST COUPLINGS KNOWN 


©4960 OPW CORP a i: a s) 


ee (| ' 


4). 


_ silanated 
: > r 
c : | 
DOVER CORPORATION opw DIVISION 


2735 ¢ ERAIN AVENUE « CINCINNATI 25, OHIO « KI 1-5400 


VALVES, COUPLINGS, SPECIALTY PRODUCTS FOR HANDLING HAZARDOUS LIQUIDS 
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CLIMAX MOLYBDENUM COMPANY, a division of American Metal Climax, Inc., 1270 Avenue of the Americas, New York 20, N.Y. 





RECENT TEST SHOWS MORE PROOF 
OF MoS,’s LOAD-CARRYING ABILITY 





Major Car Manufacturers 
Use Molysulfide Products 
in More Ways Than One 


The best known use is in the car 
whose manufacturer guarantees 
30,000 mile lubrication periods. This 
manufacturer first pretreats all bear- 
ing surfaces of grease-lubricated 
suspension parts with a gear oil con- 
taining MoSe then fills the system 
with “Moly” Grease. 

But little known is the fact that 
Molysulfide is used in the special 
polyurethane seal which retains the 
*“Moly” Grease on the front-end ball- 
joint and excludes grit and dirt. 
Molysulfide plays a major role 
in increasing the wear resistance and 
reducing the coefficient of friction of 
this seal. These were two of the 
reasons why this seal, made by the 
Acushnet. Process Company, was 
selected. Other factors include firm- 
ness and resiliance essential to sealing, 
abrasion resistance and ease of con- 
formity to the shape of the ball joint. 

Another manufacturer pre-treats 
grease-lubricated suspension parts 
with a dry film of MoS2 powder ap- 
plied from an alcohol suspension. 

Throughout the automotive in- 
dustry, Molysulfide is widely used in 
paste type concentrates for pre-as- 
sembly lubrication of splines, cams, 
etc. 

Friction materials such as clutch 
plates and brake linings contain 
MoSe. Certain brake mechanism 
parts are widely treated with Moly- 
sulfide bonded coatings. 

Other manufacturers use a com- 
bination of Molysulfide and graphite 
in electric generator brushes. 

Tests are currently being made to 
determine the value of MoSe as a 
wear-in lubricant. Other tests are 
being conducted on piston rings. Lab- 
oratory and road tests are going on 
with gear oils containing Molysulfide. 

When writing, refer to CL-108 





From the German laboratory of Alpha Molykote Corporation comes 
new proof of Molysulfide’s ability to resist galling and seizing at 
pressures beyond the yield point of most metals. Previous tests have 
shown that Molysulfide sustains loads up to 475,000 psi. In this 
Almen Wieland test, similar to the Falex test, a 14”’ pin actually 
extruded without any surface damage at pressures of 100,000 psi, while 
similar pins using other lubricants were torn, galled or “‘frozen’’ to 


the point of breakage. 
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The photo above shows mild steel 
pins used in Almen Wieland Test. 
No. 1 is unused Control Pin. No. 2 
(lubricated with mineral oil and 
MoS2) and No. 3 (with MoSe2 bonded 
coating) were elongated and extruded 
without weight loss. No. 4 shows 
typical failure with conventional lub- 
ricant. Note that the key sheared off 
and that pin and block were galled 
and seized. In both cases, Moly- 
sulfide sustained a load beyond the 
yield strength of the pins. Surveys of 
many laboratories indicate that this 
extrusion phenomenon has never 
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been produced with any other con- 
ventional lubricants. 

The load carrying ability of 
Molysulfide can lead the way to 
better lubricants and bigger sales for 
petroleum products marketers. 
Greases containing 3% of Moly- 
sulfide prevent metal-to-metal con- 
tact of chassis parts, prolong their 
life and assure quieter, easier, more 
comfortable driving. These advan- 
tages can bring more lubricating busi- 
ness to the marketers and service 
stations that sell ‘“Moly” Greases. 

When writing, refer to CL-109. 
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Behind Our Headlines 





Bethell 


Brodersen ° Caperell 


Four Straight 


OR THE FOURTH YEAR in a row, NPN is a winner 
Fi: the big competition among trade publications. 
Our series on pricing brought a merit award in the 
annual Jesse Neal competition sponsored by the Asso- 
ciated Business Publications. This trade association is 
to paid-circulation business publications what the 
American Petroleum Institute is to the oil industry, 
more or less. 

The pricing series covered many new developments 
which have made pricing such a hot subject in the 
industry today: Mobil’s wide-area plan, the Esso zone 
plan, and other ramifications of the market place. Be- 
cause the competition was limited to last year’s arti- 
cles, it didn’t include subsequent articles we published 
this year on Shell’s TAP (“trading-area plan”) or 
Phillips’ area pricing. 

The award reads: “For outstanding journalism.” 

As in the case of most of our big reports, several 
staff members worked on this project and received in- 
dividual recognition: John Bethell, managing editor; 
Cornelius Brodersen, fuel-oil editor; Bill Caperell, art 
director; Mark Emond, copy editor; Merrill O’Brien, 
statistics supervisor, and I. 


Fuel-Oil Report 
E’RE earlier than usual with our advance-planning 
feature for fuel-oil men. 

NPN found that presenting this type of information 
in the fall was too late because most heating-oil mar- 
keters have done their planning by then. We hope to 
give you a rolling start on next winter’s preparations 
through the series of helpful articles starting on page 93. 


laa cilili 


Editor 


























HERE’S WHY 
IT’S A GOOD IDEA 
TO GET A CHEVY 


you'll get the right pickup . . . because each is engineered to the highest standards . . . because Chevy’s 
rugged, smooth-riding build lasts longer, costs you less to own and keeps your profits at peak levels. 
Chances are, whatever you consider most important, you’ll find Chevrolet has thought of it first, 
and done most about it. Whether you get a handsome Fleetside or handy Stepside model (or possibly 
a Corvair 95 Rampside or Loadside or one of a half-dozen four-wheel-drives) you’ll soon be convinced 
that buying a Chevy pickup was the best idea you ever had! 


af 

The Chevrolet slant on economy 
makes the most sense of all, with 
the tight-fisted 235-cubic-inch 
Thriftmaster 6 (standard) leading 
the way. It’s the most experienced 
money-saver going, one that’s 
powered more payloads than any 
other engine in the business. It’s 
famous for its stingy way with a 
gallon of gas and also for its rock- 
ribbed durability. It keeps your 
Chevy at work, making money, 
instead of in the repair shop, cost- 
ing. And if you prefer the extra 
snap of V8 power, there’s the eager, 
efficient Trademaster V8, 160- 
horsepower strong and available at 
nominal extra cost in all conven- 
tional pickup models. 


CAPACITY 


Chevy pickup bodies—6%, 8 or 9 
feet long—are tops in cargo capacity 
and convenience, with a long list of 
bonus-built features to keep them 
working better and looking their 
best from delivery to trade-in. Both 
Fleetside and Stepside models fea- 
ture select wood floors for better 
footing and quieter going, with steel 
skid strips to ease loading and 
unloading. Extra strong grain-tight 
tailgates with anti-rattle latches and 
support chains minimize bulk cargo 
leakage and offer firm support for 
extra-long loads. Fleetside body side- 
walls are double-walled in the lower 
section, for extra rigidity and pro- 
tection of exterior surfaces against 
dents caused by shifting cargo. 


PROFIT- 

readin RIDE 
PROTECTING 

All of Chevrolet’s 2-wheel-drive 
pickups feature years-ahead Inde- 
pendent Front Suspension design, 
with ride, roadability and rugged- 
ness that are paying off for truckers 
everywhere. The reduction in driv- 
ing effort and fatigue that makes a 
bigger day’s work come easy is just 
one part of the three-way Chevy 
payoff. The same shock-cushioning 
action protects your cargo against 
damage en route, and also protects 
the truck itself against the bumps 
that can batter the life out of 
cab, body and chassis components. 
Sounds too good? . . . sample it for 
yourself at your Chevy dealer’s, 
soon! . . . Chevrolet Division of 
General Motors, Detroit 2, Mich. 


1961 CHEVROLET STURDI-BILT TRUCKS Az@gerraa” 





He 
puts 


himself 


in 


your 
shoes 





He’s your “U.S.” representative, and he’s a good man to know. 

He recognizes your dealers’ problems and knows how to help 

them make money. He’s ready to put himself in your shoes and. 
help you take big, important steps forward ...if you'll let him. 


YOUR “U.S.” REPRESENTATIVE knows TBA. There’s not another program like it. It’s new, 
Inside and out. Every which way. Andrightnow —— unique, competitive, flexible, profitable...and 
he has a new packaged merchandising and sell- doesn’t require any initial investment by you 
ing program that is boosting dealers business or your dealers. 


way up, practically overnight. It'll pay you both to learn the details. 


U.S. ROYAL 


LOW PROFILE TIRES 


*Low Profile’ is United States Rubber Company's trademark for its lower, wider shape tire, 


US United States Rubber 


Rockefeller Center, New York 20, N.Y. 
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How two top marketers feel about Phillips’ 
jobber-based pricing plan... Why not pinpoint 
equipment costs further? . . . ‘Shell overdid it’ 


To THE EDITOR 

The Article “How the Phillips Job- 
ber-Based Pricing Plan Operates” 
(NPN—April p1l12) certainly con- 
firms our experience with the pro- 
gram, and I consider it to be factual 
as well as a true picture of develop- 
ments in Oklahoma, Kansas, and 
Nebraska. 

By and large, our jobbers and deal- 
ers have been satisfied with the plan 
because they are enjoying a healthier 
market than many of them have 
known for months and months. Cer- 
tainly, this is a long step in the right 
direction! 

N. B. INGRAM 

Vice President, Retail Marketing 
DX Sunray Oil Co. 

Tulsa, Okla. 


>I must say that I agree in principle 
with Phillips pricing philosophy. From 
a practical standpoint, however, I 
question the utilization of their pro- 
gram in metropolitan areas. In other 
words, in theory I agree with nonsup- 
port of jobbers and/or dealers, but in 
practice many metropolitan dealers 
would not survive for any extended 
period unless help would be forth- 
coming from their supplier. 

In our “tap” program we do offer 
support on a graduated basis, and so 
long as the recipient progressively 
minimizes his income by depressed 
prices, I am of the opinion that he, 
too, is interested in the correction of 
bad price conditions. Without some 
degree of support, it is conceivable 
that many jobbers and/or dealers 
would go broke before proper help 
came. In theory Phillips contend, ac- 
cording to your article, that they do 
not offer support, yet they state that 
if conditions have been too severe at 
the wholesale or retail level, they will, 
at their discretion, adjust destination 
prices. To me this is support in a dif- 
ferent form. 

I believe all companies are strug- 
gling conscientiously for the proper 
solution to the problem of petroleum 
marketing, and pricing attendant 
thereto. Certainly Phillips is on the 
right track, and if enough people vol- 
untarily join in such a program, then 
the industry could expect considerably 


improved results. This, too, however, 

exists with our approach to pricing 

and, therefore, I can only comment 

that I am pleased to see any com- 

pany use any method or procedure 

which they deem will have a construc- 
tive ultimate effect. 

P. C. THOMAS 

Vice President 

Midwest Marketing Divisions 

Shell Oil Co. 

Chicago, Ill. 


I am writing you to call your at- 
tention to two errors in your article 
“Phillips Enters East” (NPN April p. 
106). 

First: Phillips will be competitive 
with the deals being offered by major 
companies to their branded jobbers. 
We are not . . . introducing our 
Kansas-Oklahoma pricing plan in this 
area which is described by Mr. Lyon 
in your April issue. 

Second: A survey of the State 
Comptroller Gasoline Consumption- 
Report for the State of Florida reveals 
that Phillips Petroleum Co. sales for 
1960 as compared to 1957 increased 
35.1%, and for this period our in- 
crease was 17.6% over the industry 
for the state. Therefore, I certainly 
did not say that Phillips had entered 
the Mid-Atlantic area due to the fact 
Florida had been slipping back since 
1957. 

G. E. GLATFELDER 

Senior Asst. Sales Manager 
Phillips Petroleum Co. 
Bartlesville, Okla. 


More Pinpointing 
“How to Pinpoint Maintenance 
Costs of Station Equipment” (NPN— 
April p160) is very interesting, and I 
am sure will be of much value to 
marketing companies. 

I noticed that the majority of main- 
tenance costs are for pumps and lu- 
bricating equipment. A further break- 
down of the maintenance problems on 
these two units would be very valua- 
ble I am sure. 

E. D. WaTTs 
Assistant Manager 
General Engineering 
Pure Oil Co. 
Palatine, Iil. 
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Get the 
=] 35 
quick 
coupling 


EVER-TITE 

Standard 

Adapter 
and Coupler 


EVER-TITE 
Adapter 
and Coupler 


Shank Hose 
Coupling 


most for 
your 
money 


EVER-TITE 


QUICK COUPLINGS 
give you QUICK connections that 
speed deliveries —TIGHT connec- 
tions that protect your product. 

Ask your distributor now. 


EVER-TITE COUPLING CO. INC. 
254 West 54th Street, New York 19, N. Y. 





the 


key to 


a4 


HOUR 


SELF SERVICE 
LOADING AND 
REFUELING 


Key Lock Box — explosion- 
proof design. Prewired and 
color coded. 10 or 20 Key 
system; boxes can be 
manifolded. 


Remote Counter Box — Com- 
pletely prewired. 24 volt 
D. C. power supply built-in. 
Contains 10 or 20 individual 
customer totalizers 


No waiting, no delays. From un- 
attended terminals your customers 
can load at any hour, night or 
day. A turn of the key readies your 
system for each withdrawal. System 
provides accurate measurement, 
individual receipts, automatic con- 
trols, and a withdrawal record of 
each customer. Record data is 
electrically transmitted into your 
accounting department or any 
other remote location. Affords in- 
stantaneous credit control... 
eliminates multiple postings and 
billings errors... cuts down 
operating costs. 


For details, write for bulletin 1060A. 


For all product needs .. . meters, pumps, 
va/ves, strainers, accessories, contro/s.. . 
specify GRANCO and be sure! 


RPORATION 


1308 SIXTY-SEVENTH STREET, OAKLAND 8, CALIFORNIA 


SUBSIDIARY OF AMERICAN METER COMPANY, INC. 


Sales representatives throughout the nation. 





Letters 


>I found the article on maintenance 
cost very interesting. Unfortunately, 
from our point of view, the figures are 
not in a form that could be applied to 
our own maintenance cost. 
I believe there is a possibility for 
a very good maintenance article. This 
could include actual figures of both 
the cost of contracting and doing work 
by company pump and tank men, 
which could be very helpful to those 
involved in this type of operation. 
J. R. FAIRWEATHER 
Atlantic Refining Co. 
Philadelphia, Pa. 


Out of Proportion? 


>In my opinion, your article detail- 
ing Shell’s move into Louisiana, via 
Kellogg Oil (April, page 141), com- 
mands attention entirely out of pro- 
portion to its value. True, it is news, 
but hardly the kind of news the in- 
dustry can afford in these days of not- 
too-high regard in the eyes of the 
public. 

I have no doubts that certain news 
editors in our daily papers would 
make quite a proposition out of the 
kind of service one might expect 
after “riotous dealer entertainment.” 

Some of the promotions were fine, 
but it’s the magnitude of the whole 
affair that strikes me as utterly re- 
dundant. By your own admission, the 
conservative figure to get Kellogg off 
the ground, for six million gallons per 
year, ran $150,000. At 0.25¢ gal., 
this would take 10 years to handle. 
And after this gigantic effort 35 out- 
lets only increased their three-day 
gallonage by about 1,000 gal., or 
300 gal. per day. Admittedly, the 40 
stations the previous year were doing 
pretty poorly. I just can’t conceive of 
two giants doing battle for such 
stakes. It’s a dire foreboding for the 
future. 

I’m sure that trends of this kind 
are important to note, but I restate 
that I’m not sure how much good a 
recitation of the figures will accom- 
plish. 

FRED M. Hoi 

Fleet-Wing Corp. 

Cleveland 

Editor’s note: NPN _ published this 

article because we felt that Shell’s 

move was significant, and it is NPN’s 

job to report objectively on signifi- 

cant developments. Shell is seeking to 

reestablish itself in an important mar- 

ket as part of a large-scale expansion 

program; the fact that it aroused so 

much attention in that area is evidence 
of the interest in it. 
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the welfare of both you and your car—is the first concern of every Cities Service to provide you, the motorst, with the finest in service, finest in petrole 
dealer. De fact, on 37 states aed Canad itis the firm policy of Cites Service 


Chl Company 4 complete line of hughest quality automotive accesones, too 


wn proabucts and 


From Cities Service, an exciting new name in aut 
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BIG GALLON 


for BIG Mileage! BIG Power! 
BIG Performance! 


No other gasolene—only the BIG CALLON— 
contains all the ingredients, all the boosters, 
which directly produce BIG GALLON performance 
under every driving condition. 


Gasolene today is no simple liquid, but is made 
up of many ingredients, each playing its part 

in powering your car's engine 

The BIG GALLON provides all-weather starting 
prevents power loss, guards against stalling, 
protects against corrosion, cuts friction and wear, 


Meseereh has 2 vital role in creating Cities Service gasolenes Gromates eres. qgeraten 
both regular and premium. The scientific search for more 


efficient automotive fuels and other petroleum products to Out front in Quality... 
power and protect your car, s constant and unending Out front in Service, too. 








Big Advertising 
backs up the Big Gallon! 


‘is aimed at every motorist in your 
: : ans _— program that 1s aime) ‘ce j dealer 
The cites Service Big Gallon 90 tape et, Ere Ce 
. i oo 6 ? ? . 1s 
ni -e2 ad bee a the BIG GALLON = emer aa for action! 
meen Be 1 zines such as the Saturday Evening — details right now on the exciting and 
drape a Illustrated. The BIG GALLON Get complete deta : Con your neexest Cities 
oe a ae ‘enciting new name in gasolene « . . a on Callan Service Oil Company 
. . . the most ex — hag ing this Service office or wrl ; 
i fits. Cities Service 1s backing t York 5, N. Y. 
ry ~ with a raulti-million-dollar advertising 60 Wall Street, New 
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THE NEW EATON 


FsS PEED, 


MOST SENSATIONAL ADVANCE IN 
DOLLAR-MAKING TRUCK PERFORMANCE 
EVER TO HIT THE HIGHWAY! 


QUICK, EFFORTLESS AXLE SHIFTING! 


You’ve got to drive it—to really 
believe it! Here’s an exclusive 
Eaton 3-Speed Tandem Axle that 
is a revolutionary new approach 
to obtaining 15 gear speeds with 
only a 5-Speed transmission—an important 
big step forward in modern truck design! 


Truckers can now, more than ever before, 
“turn” the engine to its maximum efficiency 
—keep it there effortlessly—at any road 
speed—on the hills—in traffic or out! No 
other gear combination can maintain as high 
an average speed with such ease—as can this 
amazing new Eaton 3-Speed Tandem Axle. 


Fifteen advantageous gear ratios with just 
5 manual shifts—3 control switch positions. 
A flip of the finger—a tap of the foot—and 


NEW EATON TANDEM SUSPENSION — 50” springs 
with variable rate design give smooth ride in unloaded 
condition — rubber encased parts at all pivot points 
reduce shock — requires no lubrication. 


your engine is again at maximum efficiency 
—making you more dollars through quicker, 
full-load trips—less wear on engine and 
power transmission parts—longer truck life 
—all with less driver effort than ever before 
possible! 


You can’t afford to be without all the facts 
on the dramatic new Eaton 3-Speed Tan- 
dem Axle. There’s a new, illustrated, fact- 
packed brochure waiting for you. 
Write us direct for it—today. 


* * * 


Eaton Tandem Axles are also available in 2-Speed, 
Single Reduction, and Double Reduction types. 
Fast service if needed—85% of the parts in Eaton 
3-Speed Tandem Axles are interchangeable with 
the famous Eaton 2-Speed single axle. 
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ROAD SPEED M.P.H. 
5.15970 8598 1.5 143 16.5 19.5 235 27.1 
ma / car 


7 
mya 


NO TRANSMISSION SHIFTING FROM 
THIS POSITION TO TOP SPEED 


GEAR SPEEDS 
WITH ONLY A 


ENGINE — DIESEL 

TRANSMISSION — FULLER 5€73 —7.33—4.43—2.62—1.593—1.0 
3-SPEED AXLE RATIOS—4.87—5.76 —6.65 

TIRES —10.00 x 20 

TOTAL REDUCTION —48.7 to 1 


ENGINE R.P.M. 


SPEED 
TRANSMISSION! : 


*with 5C73 Fuller Transmission made espe- Y i 
cially for the Eaton 3-Speed Tandem Axle to Study the chart above and see how the Eaton 3-Speed Gear Splits shown 


attain proper gear splits. (Other transmis- can improve your truck performance. Many other ratios available. 
sions are available with compatibie ratios). 


® 


AXLE DIVISION 
MANUFACTURING COMPANY 
CLEVELAND 10, OHIO 
.-- Your partner in progress through research... 
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THIS NATIONAL SYSTEM pays for itself in less than a year. 


“Our Saltonad System 
saves us *800 a year... 


pays for itself every 11 months!’’—cerseth and Sons Pate Service Station 


Milwaukee, Wisc. 


“We can sum up the value of our 
National System in a very few 
words: It provides us with Business 
Control. 

“For example, the gallonage con- 
trol that it furnishes enables us to 
reduce gasoline shortages to a min- 
imum. Bookkeeping and balancing 
time are materially reduced. These 
time saving features allow us to 
spend more time with customers. 
This results in better service—and 
better selling. And these are only a 


few of the reasons for our complete 
satisfaction with the National Sys- 
tem. 

“Savings resulting from the use 
of our National System amount to 
$800 a year. The system pays for 
itself every 11 months!” 


i 
Owner 
Jack Gerseth and Sons 
Pate Service Station 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


1039 OFFICES IN 121 COUNTRIES © 77 YEARS OF HELPING BUSINESS SAVE MONEY 


14 


Your service station, too, can benefit 
from the many time- and money-sav- 
ing features of a National System. 
Nationals pay for themselves quickly 
through savings, then continue to re- 
turn a regular yearly profit. National’s 
world-wide service organization will 
protect this profit. Ask us about the 
National Maintenance Plan. (See the 


yellow pages of your phone : 
book.) 78 


*TRADE MARK REG. U. &. PAT. OFF, 


‘ CASH REGISTERS 
ADDING MACHINES * ACCOUNTING MACHINES 


ELECTRONIC DATA PROCESSING 
wer Paper (No Carson Reauirep) 
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Money-Making Ideas 


How to help dealers sell 
wiper blades...Hold the 
last drops of gasoline 


HERE’S A WAY you can get your 
dealers to prove for themselves that 
they can increase wiper-blade sales 
with a little effort. During one two- 
week period, have them check blades 
on every car that comes in, and rec- 
ommend replacement of faulty 
blades. Then for two weeks have 
them check blades only if asked. One 
dealer who did this found blade sales 
in the first period were seven times 
as great as in the second. 


$ 


YOU CAN help dealers keep their 
lube rooms clean by passing along 
this idea: Tap car fenders lightly with 
a rubber mallet before driving the car 
into the lube room. The loose dirt 
knocked off this way can be cleaned 
off the driveway much more easily 
than out of the lube room. 


$ 


AN OVER-EAGER dealer who tries 
too hard to cram the last drop of 
gasoline into every tank is going to 
have a lot of spills. That means loss, 
fire hazard, and ill will. It’s better to 
suggest to all dealers that while it 
pays to fill the tank, it’s wise to use a 
little restraint in topping off. 

A limit to keep in mind is an extra 
1.5 gal. after the automatic nozzle 
closes. And on a few models it’s bet- 
ter to listen rather than depend on the 
automatic nozzle. 


AN ACCUMULATION of odds and 
ends of slow-moving merchandise is 
sometimes a problem for dealers to 
move. Suggest dumping them in a 
basket (after cleaning up) topped by 
a sign cut out of white cardboard in 
the shape of an elephant. Sign can be 
labeled “White Elephant Clearance” 
or any similar phrase. 


$ 


A HELPFUL HINT worth passing 
on to your dealers: Suggest they add 
a small decorative touch to displays of 
used tires. It helps the general appear- 
ance to put a whitewall at each end of 
a rack full of used tires. 
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handle widely different petroleum 
products profitably with ROPER PUMPS 


Roper Series 3600 truck pumps easily handle both thick and thin petroleum 
products from crudes to low viscosity gasolines. Two equal-sized, hardened 
alloy iron, helical gears with accurately machined special tooth forms mesh 
perfectly to give you positive displacement, positive pumping of your loads. 
The precise manufacture of these units gives you long, maintenance-free 
service that pays off in extra deliveries, and you will find Roper pumps step 
up operating efficiency and step up your profits. Equip your trucks with 
Roper pumps and you will enjoy more competitive delivery and service. 


PACKED BOX or mechanical seal pumps 
are available to best suit your needs. 


CAPACITIES in a wide range of sizes can 
fill your needs for small deliveries or bulk 
transport. 


RELIEF VALVE permits operator to close 
discharge during delivery without stopping 
the pump. 


For specific information 
contact your Roper dealer 


im ‘@) PP = mt Dependable pumps 


HYDRAULICS, INC. since 1857 


COMMERCE, GEORGIA 
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Your car's | m9 
“Pep-Tonic” FY } @)|;°” 
— YW | 
Reqd 


MOTOR-MEDIC ff . e 
restores lost power 
and increases gas 


mileage ... MOTOR-MEDIC NO. 1 stops oil burning 

makes cars start when added to motor oil. Improves en- 

easier on cold gine performance by increasing com- 

° pression and oil pressure. Reduces friction 
mornings. Now... d b ian toatl itfil 

ere eat and wear by providing lasting oil-film 

2 types .. . one — GAS messut! strength. Stops exhaust smoking by elimi- 

for oil and one SES OlL PR i] nating blow-by. 


. Q isY } 
for gasoline. wars nO P 4 


Al ig J NOUNG again!” 


MOTOR-MEDIC NO. 2 is the new scien- 

tific blend of solvents, lubricants and 

inhibitors for effective treatment of slug- 

gish engines. Helps restore lost power, 

increases gas mileage, cleans carburetors, Clr 85 
frees sticky valves, lifters and rings. Pro- iil mug NS CARBURENC 4s 
vides lubrication for upper cylinders. Hi "us sy vanes “nos 
TANS Gums & VARNISN 


LusricatEes 
UPPER cyLINDER 


LOCALLY ADVERTISED ON RADIO AND NEWSPAPERS 


TRANGSEAL. Auto- Consistent advertising in major cities throughout 1961 will create new volume 


matic Transmis- 
sion Sealer and on all Solder Seal Chemical Tools. New point-of-sale posters, banners and 


Conditi STOPS . . ‘ «2 
eects ah ale mailers are available for local promotion. Make this advertising pay off for 


ae ae you... feature Solder Seal Chemical Tools. 
shrinking of seals. 

Goes to work im- : 

wea RADIATOR SPECIALTY COMPANY 


noise . . . makes 


shifting easier. CHARLOTTE, NORTH CAROLINA 
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Four metal pistons 
no piston cups 
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Unique porting 


action-— 
valves 


-no mechanical 


Calibration and 
bearing assembly 
impervious to 

all fuels 


























THIS IS FUNCTIONAL BEAUTY 


Bennett’s 2100 Series lightless pumps recognize modern long-lived attractiveness. High-placed hose outlet keeps hoses 
trends in service station design, present a lower, compact _—_ draped perfectly, clear of the ground. For powerful merchan- 
silhouette. With all of Bennett’s attention to appearance, the dising, the dial face is designed to display brand or grade 
fundamentals of functional design are not ignored. Anodized with powerful visual impact. Series 2100 lightless pumps 


aluminum top and side panels and upper doors insure bright, available in all models (cable retraction only). 


ver « | troit « Kansas City 


JOHN Woond COMPANY . Bennett Pump Division » Muskegon, Michigan 


e N ear * New York « F adelphia « Pittsburgh « R t a alt La e S * San Francisco 
JoHN Woop ComPANY LIMITED + Toronto + Montreal + Winnipeg » Vancouver 
John Wood International Corporation, 29 Broadway, N. Y. Cable ‘“‘WOODINTER’ 
LITHO INUSA 
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Midwest: Two New Station Designs 


Here are two new station designs by Pure Oil. One is a shopping-center 
model with L-shaped canopy, the other is a merchandising experiment 


PURE OIL CO. has come up with a 
service station designed for “special 
situations,” such as shopping centers. 

Pure’s Exhibit A has been in op- 
eration since March as a salaried sta- 
tion at the intersection of Golf and 
Elmhurst Roads, Des Plaines, III. 
(One like it is planned soon in Dayton, 
Ohio.) The area around it doesn’t 
look much like a shopping center at 
present, but it will be developed as 
one. Pure’s sure of this because it 
bought the service-station property 
from the shopping-center developers. 

This shopping-center-type outlet is 
the latest of a series of new station 
designs Pure has come up with since 
it announced its all-aluminum station 
(NPN—Apr. ‘60, p151). The other is 
a “service-city” concept of station, the 
first of which opened in Greensboro, 
N. C., in December (NPN—Jan. p85). 

Pure’s marketing people refer to the 
service-city station as “The Big One.” 
It’s similar to what American Oil has 
been doing elsewhere (NPN—May 
‘60, p 92) with one big exception. 
“We aren’t closing down any stations 
as Big Ones open up,” says a Pure 
spokesman. 

The Des Plaines station is located 
on a 140x140-ft. corner plot, features 
twin 24x40-ft. canopies coming off 
adjacent sides of the 53x53-ft. build- 
ing in such a way as to form an L 
design. Four pumps (two regular and 
two premium) are at islands under 
each canopy. Fluorescent lights under 
the canopy ceiling, plus illumination 
from the station’s combination sales- 
room-office, light up the island areas. 
Fluorescents on standards illuminate 
the rest of the driver area. 

It’s a snap to see any part of both 
island areas from any part of the 
salesroom-office because the two 
fronts of the station (each faces one 
of the main roads) are glass from 
floor to ceiling, set off by thin alumi- 
num frames and panels. Facing both 
islands under the canopies, the com- 
bination salesroom-office is also L- 
shaped, each leg being 24 ft. long. 
Depth is about 11 ft. 

Off the office end of the station are 
two 14x30-ft. lube bays, and to the 
rear is a drive-through lube bay and 
car-wash area 16x53 ft. Doors to all 
bays are aluminum overhead type. 
Behind the L-shaped office-salesroom 


New outlet at Des Plaines, Ill., features two 40-ft. canopies at right angles 





Pure’s ‘service city’ at Greensboro, N. C., seeks to upgrade the brand image 


and to one side of the smaller lube 
bays is a 9x7-ft. warehouse area for 
canned motor oils and TBA. 

Remote pumping is used at the out- 
let, with pumps located in each of the 
three 3,000-gal. tanks. 

Pure’s service-city type outlets have 
two big ideas behind them, Pure says. 
One is to offer increased facilities and 
services to the motorists. The other 
is to show dealers in a given market 
that they can become better mer- 
chandisers and make more money if 
they follow ideas they see carried out 
at the service-city outlet, with its 14- 
men crew of company employes 
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working around the clock. Both ob- 
jectives help upgrade Pure’s market- 
ing effort. 

Pure says it wants the improved 
public image, prestige, product bene- 
fits, and outstanding service achieved 
at its service-city operations to rub off 
on its other outlets in the area. 

The plan, as employed at Greens- 
boro, is working out that way. Pure 
says its dealers in the area were not 
very merchandising-conscious before 
the “Big One” opened, but they sure 
are now. 

At the end of the first month of 
running the Greensboro service-city 
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outlet, Pure’s gallonage rose 30%, 
with all outlets sharing in the gain. 
In addition, Pure picked up a new 
dealer in the area and is building 
two new stations for other dealers 
to take over. 

Pure’s Greensboro service city is 
on a 201x108-ft. corner lot facing two 
streets that carry the main traffic 
flow in and out of the downtown 
shopping area. Sitting deep on the 
property is a 80x33-ft. air-conditioned 
station with glass and aluminum 
front and sides. The main station 
* wall is of red glazed brick. 

Jutting out from the front of the 
station is a 35x23-ft. canopy. One 
island with four pumps (two regular 
and two premium) is under the can- 
opy, and another four-island pump is 
set farther from the building. Mail- 
box-type dispensers are fed by a re- 
mote-pumping system in the four 
4,000-gal. tanks. 

Part of the station frontage is 
given over to a 14x24-ft. salesroom 
and customer lounge. The rest includes 
three 13x30-ft. lube bays. 

Interior station lighting is fluor- 
escent, with fluorescent lights under 
the canopy. Drive illumination is 
from a series of bat-wing, single-unit 
fluorescent lights. 

Off the lube bay area is a parking 
space for 10 cars. But this space can 
be used for additional bays when 
needed. Off the salesroom side of the 
station is an outdoor vending-ma- 
chine area (coffee, cigarettes, and 
ice cream) protected by an island-type 
canopy. 

Other features of the station are 
a manager’s office paneled in natural 
wood set off from the main stream 
of station traffic, a 13x17-ft. locker 
room for attendants, and an 11x8-ft. 
warehouse area for TBA. 

At the corner of the station near 
the intersecting streets stands a pylon- 
type revolving station-identification 
sign, with a marquee-type illuminated 
sign underneath (NPN—Feb. p92). 
The latter has a four-line space for 
special sales messages. 

Pure says another service-city-type 
outlet is scheduled to be opened this 
month in Lakeland, Fla. Like the 
Greensboro outlet, it will be air con- 
ditioned. Another station of the same 
type is planned for Marion, Ohio, but 
no definite date has been set for its 
opening. 

Pure, reluctant as many majors are 
to tell station costs, admits both the 
Des Plaines outlet and the service- 
city station cost plenty. “Just how 
much each one cost,” says a Pure 
official, “we don’t know yet. All cost 
figures aren’t in.” 
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Southeast 


Southern Oil switches 
from Shell to Phillips 
... Oil man turns mayor 


PROMINENT Virginia jobber C. P. 
Holland’s Southern Oil Co. Inc. (4.5- 
million gal. a year) switches from 
Shell to Phillips 
as of June 1. 

This move is 
step No. 2 in Hol- 
land’s move to 
Phillips. In March 
he started mar- 
keting Phillips 
products in Ports- 
mouth, Va., 20 
miles north of his 
home base in Suf- 
folk, with a sep- 
arate corporation 
called Southern Fuel Distributors Inc. 

The Suffolk operation serves 14 
class-A stations and about that many 
“mom-pop” outlets. Southern Oil sells 
3-million gal. of gasoline and 1.5-mil- 
lion gal. of fuel oil a year. 

Holland has 120,000 gal. of stor- 
age in Suffolk, mostly for fuel oil. Ex- 
pansion plans for the first year under 
the Phillips brand include a two-bay 
station on U. S. 13; a porcelain-en- 
amel, two-bay canopy station near 
Franklin; and a two-bay station in 
Smithfield. 

Holland hit the headlines last fall 
when he opened an aluminum station 
in Suffolk on Highway 13. He reports 
the station (four pumps on parallel 
islands—no service bays) is doing a 
healthy 18,000-20,000 gal. a month. 

A Suffolk native and past president 
of both Virginia Oilmen’s Assn. and 
the Virginia Petroleum Jobbers Assn., 
Holland has been in the oil business 
for 16 years. He says he is spending 
around $40,000 to change brands. This 
cost includes changing enamel panels 
on his stations (from Shell to Phillips 
colors), repainting trucks and signs, 
and making other necessary changes. 

What unexpected difficulties pop up 
when a jobber switches brands? Hol- 
land says, “For one thing, we are hav- 
ing to buy a lot of light poles that 
we didn’t count on. You see, the Shell 
pole is a combination sign pole and 
floodlight pole. The standard Phillips 
pole is a sign pole only. So every- 
where we’re putting up a Phillips sign 
pole, we also have to put up a flood- 
light pole.” 

Will Holland’s brand changeover be 
quiet or slam-bang? He says, “We’re 
going to promote this as strongly as 


By B. E. Barnes 


we know how.” That means ads in the 
newspaper, on radio and TV, and 
celebrations and giveaways at points 
of sale. 

The Phillips jobbership in Ports- 
mouth, Southern Fuel Distributors 
Inc., of which Holland is also presi- 
dent, will be run by Frank B. Shaw, 
with title of vice president and gen- 
eral manager. Shaw was with Esso 
for 13 years as a sales representative 
in the Norfolk area. 

The Portsmouth jobbership has 
leased 12 two-bay stations from Phil- 
lips, most of them actually in the city 
of Portsmouth. All 12 of these stations 
are less than four years old. 

When Holland took over Phillips’ 
Portsmouth operation in March, he 
had the brand, the 12 stations, and 
some commercial accounts. By this 
fall he expects to have bought a sales 
office, a warehouse and bulk plant, 
and a fuel-oil business. Holland won't 
try to predict what the Portsmouth 
fuel-oil business will be in the first 
year. But by next March he expects to 
have sold 3-million gal. of Phillips 
gasoline. 


PAn independent oil marketer in 
Panama City, Fla., may turn out to 
be the greatest thing that ever hap- 
pened to the town or to local oil mar- 
keters. 

Joe E. Hutchison, 52-year-old pres- 
ident of Mo-Jo Oil Co., got so mad 
last fall when Panama City gas in- 
terests pushed a 10% tax on fuel oil 
that he decided to run for mayor this 
spring. He ran against Carl Gray, 
formerly with West Florida Gas Co., 
and Luther Leavins, an LPG distribu- 
tor. 

Hutchison beat the gas men, and 
took office in March for a two-year 
term. Hutchison admits that Panama 
City needs money, but he’s determined 
to get that 10% tax repealed. 

The major says, “In order to repeal 
the fuel-oil excise tax, we'll have to 
get costs down in the city govern- 
ment first. I think we can save the 
city a lot of money by getting the 
legislature to repeal a law that puts 
the city’s department heads under civil 
service rather than under direct super- 
vision of the city manager. Our pres- 
ent system is like having manage- 
ment under the same union as the 
workers. 

“Department heads are more res- 
ponsible to the Civil Service Board 
than to the city manager. So we can’t 
get economy in government without 
any control over the people who are 
operating government services.” 

Hutchison’s Mo-Jo Oil Co. oper- 
ates a wholesale division called High 
Octane Terminal Co., with a 25,000- 
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bbl. barge terminal at Milton, Fla., 
(near Pensacola) and a 37,000-bbl. 
terminal at Panama City. 

The retail operation, called Mo-Jo 
Oil Co., sells the Mo-Jo brand through 
26 controlled stations and four other 
stations, all located in south Alabama 
and the Florida panhandle. 

Signal Oil and Gas supplies the 
High Octane Terminal and the Mo-Jo 
operations. 


> A number of gasoline and heating- 
oil jobbers in North Carolina are 
using a device from their fuel-oil op- 
erations to speed up gasoline collec- 
tions from farm accounts. It’s 
premium billing. 

These jobbers, about 24 in Lenoir 
and Wayne counties, reasoned that if 
premium billing on fuel oil helped 
shrink accounts receivable, it would 
do the same for accounts receivable 
on gasoline. And it’s working out just 
that way, says Tony J. Carey of A. J. 
Carey Oil Co., a Mobil operation in 
Kinston. “It has speeded up collec- 
tions for most of the jobbers using 
the premium billing idea on gasoline,” 
he says. 

As a result, a number of tobacco 
farmers who used to pay up once 
a year when their crop was sold now 
somehow seem to find money to pay 
their gasoline bills more regularly. The 
incentive, of course, is the saving. 

Jobbers using premium billing gen- 
erally offer a 0.5¢-gal. discount for 
prompt payment. A few go as high 
as 1¢. But this is not really a discount 
off normal consumer tank-wagon 
prices. Actually, jobbers boost their 
prices by 0.5¢ or 1¢ before offering 
the “discount” for prompt payment. 


Claiming they're paying $450,000 
in taxes on “gasoline that doesn’t ex- 
ist,” Virginia service-station operators 
are seeking a 1% refund to cover 
losses from shrinkage and evapora- 
tion. 

Executive secretary James W. 
Heizer of the Virginia Gasoline Retail- 
ers Assn. pleaded his case at a hearing 
before a legislative study commission 
considering the possibility of granting 
dealer allowances for such losses. The 
commission will make recommenda- 
tions to the 1962 state legislature. 

Heizer said that the association is 
“merely asking that we be given al- 
lowance on gasoline that does not exist 
at the time of sale to customers.” 

A similar allowance has already 
been granted to state wholesalers and 
distributors. 
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SOLVES IT 


Need greater flexibility in your multi-pump 
service stations to allow for change and 
growth? RAM permits maximum flexibility 
in multi-island layout, with minimum initial 
installatidn cost. One unit operates as many 
as eight dispensers simultaneously. 


Have to lick rising maintenance costs? On 
the rare occasion that the RAM system 
needs at:ention, Bennett’s extractable head 
and instant electrical disconnect permits the 
entire below-surface system to be lifted out 
as a complete unit in minutes. You get 
Bennett durability all the way. 


Troubled by vapor lock from new fuels, 
altitude, temperature, high lifts, or long 
pipes? Submerged in the storage tank, RAM 
pumping units keep the system under pres- 
sure. There’s no chance of vapor lock, even 
with most highly volatile fuels available 
now or in the future. 


For greatest capacity at the nozzle, couple 
a RAM Remote Pump to Bennett Dispen- 
sers with their friction-free, all-metal meter. 


Two sizes for all needs: ¥3 horsepower 
4-stage RAM for top performance from up 
to three dispensers on one pumping unit. 
% horsepower 4-stage RAM exceeds gal- 
lonage requirements for busiest super ser- 
vice station. With automatic nozzles operat- 
ing simultaneously, delivers enough fuel for 
eight cars. 


GAS PUMPING PROBLEM, 


RAN 


For Matched-Flow performance, Bennett rec- 
ommends its 2000 Series dispensers with exclu- 


sive friction-free all-metal 


“fuel-proof” 


meter. 


JOHN WOOD COMPANY 





HOW HARD ARE YOU TO CONVINCE? 


Just what would it take to convince you that now’s 
the time to replace your old automatic nozzles? 
How about this? Would you buy a nozzle because it— 


\ : f = aa 
e is lighter, and better ‘ e has faster flow? © is more rugged, * has scuff guard and 
looking? 


easier to use? magnetic cap holder? 


e has more positive e is more reliable, has 


~@ has a full J year 
shut-off? 


fewer moving parts? guarantee? 


The new Buckeye #100 Automatic Nozzle has 
all these features—and more. Currently con- 
vincing thousands of users—everywhere! 


For additional details WRI TH 


Buckeye Iron & Brass Works 
'€. P. 0. Box 883 Dayton 1, Ohio 


NEW BUCKEYE #100 edema” NOZZLE 
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The East 


You can't renew burner 
policies automatically 
in New York anymore 


HEATING-OIL JOBBERS in New 
York may not get paid for burner- 
service work they do, if they continue 
to renew service 
policies automat- 
ically. 

Under a new 
state law, a cus- 
tomer can legally 
refuse to pay for 
service if his con- 
tract has been 
renewed automat- 
ically without 
proper notifica- 
tion to him. 

The prime tar- 
gets of the law are service “gyps” in 
other fields: television and radio 
among them. Now everybody pro- 
viding service must notify accounts 
by certified mail 15-30 days in advance 
that their service policies will expire. 

Presumably, if the account says 
nothing after being notified, the policy 
can be renewed and a bill sent for 
payment. But the main purpose of the 
law has been carried out: The account 
has been told that his service policy 
on an appliance is about to expire. 

Details of the law were spelled out 
at Empire State Petroleum Assn.’s 
convention in April (see page 29). 
Jobbers say they aren’t happy about 
the law, but admit they’ll have to live 
with it. 

The cause of jobber unhappiness is 
three-fold: Renewing policies auto- 
matically meant less work for the 
office, involved less cost, and soft 
pedalled the fact that burners do need 
service and adjustment work. Under 
the new law, their cost of doing busi- 
ness will go up and this may tend to 
add to losses many jobbers say they 
already incur through burner service. 

Certified mail costs 20¢ a letter, 
plus 4¢ first-class mail rate, plus an- 
other 4¢ for a return receipt to indi- 
cate notice of policy expiration was 
received. While this extra-postage bill 
may not seem too big for small job- 
bers, with only a small number of 
accounts on service, it is, nevertheless, 
an added business cost. 

Adding more cost to the operation 
are the preparing, printing, and in- 
serting of letters into pre-addressed 
envelopes, plus time spent in getting 
batches of letters certified at the post 
office. 


y 
Cornelius Brodersen 


Regions 


As an extreme case, take Meenan 
Oil Co.’s Long Island operation, with 
more than 12,000 service accounts. 
Certified mail plus first-class postage 
would increase the mail bill by $2,880, 
another $480 if receipts were wanted. 
No wonder Bill Kenny, Meenan’s 
president, says, “We'll have to do 
something different, perhaps include 
service cost in the price-per-gal.” 

Other ESPA members suggest that 
service policies cover longer terms— 
two or three years—thus stretching 
out the mailing of notices over a 
longer period. 

There was some feeling among 
other jobbers that the state law could 
be interpreted to cover renewal of 


service-station leases where service to | 


equipment was included. 


>All turnpike outlets aren’t high-gal- 


lonage successes. A situation on the | 
Connecticut Turnpike shows that a | 


station can be a real dud in gallonage. 
One station on that toll road, the 


first one you hit on a westbound trip, | 
averages not more than 5,610 gal. a | 
month year-round. The station han- | 


dles a major-brand product; and while 
that brand isn’t one of the top sellers 


in the East, its lack of overwhelming | 


brand acceptance isn’t the reason for 
its low throughput. Location seems to 
be the real explanation. 


Although it’s in Connecticut, the | 
station is adjacent to the Providence | 
gasoline market which at times (NPN | 


—Nov. ’60, p106) can be a price-cut 


market. Motorists going through Prov- | 


idence and later using the Turnpike, 


ut 
AULURATE 





INFLATION 


would be foolish not to take advan- | 
tage of whatever low prices exist in | 


the Providence market. Even at nor- 
mal prices, gasoline in Providence 
would be cheaper than product on the 
Turnpike, where generally a premium 
price is charged. 

In addition, this particular toll-road 
outlet must compete with a new col- 
ony of stations near the entrance-exit 
of the turnpike. And the entrance- 
exit complex hugs the Connecticut- 
Rhode Island state line. Stations on 
the Rhode Island side of the state line 
are bound to reflect somewhat the 
price conditions in Providence. Sta- 
tions on the Connecticut side of the 
line generally follow the state’s fair- 
trade price on gasoline, but even this 
is lower than the posted prices at the 
toll-road outlets. 


>How are heating-oil jobbers in the 
Baltimore market making out? 
Members of the Oil Heat Assn. of 
Maryland got the lowdown recently 
from Julian Ross Greene, a certified 
public accountant who has been con- 
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TIREFLATORS 


Eco Tireflators deliver the 
exact pressure required — 
automatically! One-step 
accurate inflation saves 
time, improves service 
standards. Customers ap- 
preciate added tire life 
from precision inflation. 
Wall and pedestal models 
put air where it’s needed. 


JOHN WOOD 4am 
Ls fete)o) 


COMPANY Wj 


BENNETT PUMP DIVISION * MUSKEGON, MICHIGAN 
IN CANADA: JOHN WOOD COMPANY LTD. 





Toronto * Montreal * Winnipeg * Vancouver 





Regions 


ducting a voluntary annual cost sur- 
vey in that market for the last four 
years. 

Says Greene, “The figures, at the 
end of four years, show increased ex- 
pense matching increased gross mar- 
gin, an average net profit (before 
taxes) of one-half cent per gal. for the 
last two years, and a very small in- 
crease in gallonage.” 

He adds, “You walk a very narrow 
line in this market. Your service 


charges are low; a loss from mechani- 
cal service is normal. And yet your 
ability to recover such normal service 
loss through the oil margin is inhibited 
in that it, also, is subject to economic 
pressures which you cannot disre- 
gard.” 

Greene, apparently, doesn’t see too 
much hope for the future. “Your 
market,” he told Baltimore jobbers, 
“is confined and has become essen- 
tially static in comparison with its 





REEL FACTS or 0:1 marketers 


Oversize drum solves unusual 
fuel delivery problem 


King size and midget 
reels for jet fueling 


Giant electric rewind reels to 
handle 4 inch I.D. fuel hose, 
and compact reels for “dead- 
man” air control hose and static 
lines are required on equipment 
used to fuel modern jet aircraft. 
Many fueling units, tank trucks 
and hydrant carts, are designed 
to use two reels of each size to 
meet the jet age demand for 
fast, efficient ground service. 


A single wrap of 14 inch hose 
on a reel more than six feet 
long may not be the customary 
method for handling fuel oil 
hose, but it solved the problem 
for one dealer. The electric re- 
wind reel handles 100 feet of 
hose and is installed at waist 
level on the side of the delivery 
truck. 


Though each is designed for a special purpose, the 
reels described above are produced with precision 
assembly line methods by Hannay. This production 
flexibility is just one of the many reasons most 
dealers, truck builders and oil marketers specify 
reels by Hannay. 


CLIFFORD B. HANNAY & SON, INC., WESTERLO, N. Y. 





prior dynamic growth, Aside from in- 
dustry competition with substitute 
fuels, you are also engaged in a sharp- 
er competitive struggle with each 
other and with those major-oil com- 
panies who also retail.” 


Southwest 


A jobber who became 
a commission agent has 
become a jobber again 


C. D. BROWN of Shreveport, La., is 
glad now that he ate a little crow not 
quite two years ago. That’s when he 
became an oil 
jobber for the 
second time, after 
having said many 
times before that 
he would never be 
one again. 
For years 
Brown was a very 
succesful com- 
mission wholesal- 
er for Continental 

By Marvin Reid Oil in Shreve- 

port, Halls agency 
supplied 22 stations and had a volume 
of more than 400,000 gal. per moth 
when he ditched it for a Phillips job- 
bership. His only complaint now is 
that he waited so long to make up his 
mind. 

Brown has gone from jobber to 
agent to jobber. His first attempt at 
jobbing soured him on this type of 
operation. Among other things, he 
found the early attempt required too 
much capital. While an agent, he 
argued that he was about as in- 
dependent as a jobber, with fewer 
worries about finding the bucks for 
expansion. 

As he sees it now, however, the 
economic aid most suppliers offer 
their jobbers has changed the entire 
picture. He believes a man can go 
into jobbing now with not much more 
capital than an agent needed prior 
to World War II. 

Compared with his agency days, 
Brown’s business isn’t so good at 
present. In March his volume was 
running slightly over 200,000 gal., 
and he had 10 stations, plus one more 
under construction. This represented 
roughly half his former business. But 
Brown points to a sharp upward 
trend in volume since making his 
switch. He predicts his volume will 
reach 500,000 gal. per month in five 
years. 

Brown also has a $10,000 bulk 
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plant with bottom loading and un- 
loading. He plans to build a ware- 
house soon. 

“When I think of the business we 
built up for Continental, I could kick 
myself. We obtained prime locations 
for them. These could be mine, or at 
least I would have had substantial 
equity in them, had I been operating 
all along as a jobber.” 

Would he advise other agents to 
consider jobberships now? 

“Yes. The financial aid suppliers 
now offer makes all the difference. 
I'd pick a supplier who is “jobber- 
minded,’ however. The ‘jobber’ com- 
pany usually has the best program 
for helping a man to become a jobber, 
and I think they back him up better 
as he progresses.” 


>Rumors about Shell Oil's plans to 
market in the Dallas-Ft. Worth area 
contine to run wild. Everything earlier 
indicated that the company was com- 
ing into the twin cities on a direct 
basis, but later reports are that it has 
been sounding out some _ jobbers. 
There was one report that a big 
jobber in the area was made a definite 
offer. 

The only thing certain is that Shell 
is definitely coming back into the 
two cities, after a long absence. Shell 
announced this intention and set up 
a district office. A number of Shell 
real-estate men have been working 
in the area since early in the year 
to locate good sites. 

Shell so far has refused to reveal 
its specific plans. Competitors and 
others say Shell may have allocated 
as much as $3-million for a Ft. Worth- 
Dallas invasion. 


American Premium Systems Inc., a 
Dallas-based company that plans to 
introduce a new type of trading stamp 
plan, still hasn’t started its project. 
APS plans, through the use of data- 
processing equipment, to give custo- 
mers “points” instead of stamps (NPN 
—Dec. ’60, p99). 

The firm originally planned to have 
the system in full operation in Texas 
and Oklahoma early this year. It 
reportedly has one big oil firm ready 
to go, but needs a big grocery chain. 
Failure to get the latter on the target 
date planned has held the project up. 

LPS says, however, there’s no doubt 
its system will get off the ground. It 
claims that only the starting date is 
in question. 

Recent developments in contract 
negotiations could charge original 
plans some. The plan may start out 
on a nationwide basis instead of 
regionally, APS says now. 





BOOST 


ADD QUART 


CHECK YOUR OIL 


FOR SAFETY 








= 3a) ee 
OIL MERCHANDISER 


Sell the one out of every three customers who will 
buy oil when it is offered! Put an Oil Merchandiser 
on your island to remind customers to check their 
oil! Empty can and drip receptacle keeps island neat. 
Panel lock ends pilferage. Illuminated sign available 
to increase sales impact. 


JOHN WOOD COMPANY 


BENNETT PUMP DIVISION * MUSKEGON, MICHIGAN 


IN CANADA: JOHN WOOD COMPANY LTD. 
Toronto * Montreal * Winnipeg * Vancouver 
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Move,out front 
witha réd-hot brand... 





CONOCO...HOTTEST BRAND GOING! 


If you want to turn over your inventory faster . . . if 
you want more customers, you should be selling 
Conoco . . . Hottest Brand Going! Here’s why 
Conoco is the Hottest Brand Going: fo 
Advertising Everywhere You Turn. Again this year 
Conoco will spend millions of dollars on dramatic 
advertising in Look, The Saturday Evening Post, 
newspapers, radio, TV and outdoor posters. This is 
advertising at its most powerful . . . used in the most 
effective way! 

Conoco Touraide® has become an American insti- 


tution . . . a travel service between the covers of one 
book . . . with maps and travel tips that thousands 
of motorists rely on yearly. And, of course, only 
Conoco Dealers have it! 


The Hottest Brand of Products. Conoco gives you 
something unique to say . . . to sell. Conoco all-season 
Super Motor Oil . . . fortified with an exclusive dis- 
covery that clings and protects 24 hours a day. 
And—great gasolines with TCP* plus. TCP to boost 
power . .. oil-plating action to protect power. Good 


reasons by themselves to switch to Conoco! 
*Trademark ard patent owned by_Shell Oil Company 


lf you want to grow, switch to CONOCO 
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Contact 
the nearest 
CONOCO 
Division Manager 
today! 


R. W. Abrahamson 
912 Baker Building 
Minneapolis 2, Minn. 


E. G. Hoover 

244 Rowan Building 

6000 Camp Bowie Boulevard 
Fort Worth 16, Texas 


R. E. Caruthers 

Fidelity National Building 
200 North Harvey 

Oklahoma City 12, Oklahoma 


Dale Chapman 
Southern Division 
1755 Glenarm Place 
Denver, Colorado 


Dean L. McGregor 
800 Commerce Building 
New Orleans 12, Louisiana 


W. E. Biggerstaff 
1300 Main Street, P. O. Box 2197 
Houston, Texas 


C. O. MacLeod 
Northern Division 
1755 Glenarm Place 
Denver, Colorado 


Hugh McBirney 
400 West Madison Sf. 
Chicago 6, Illinois 


K. R. White 
836 Stuart Building, P. O. Box 393 
Lincoln 1, Nebraska 


J. G. Willis 
6183 The Paseo 
Kansas City 10, Missouri 


© 1960, Continental Oil Company 








Regions 


The West 


California considers 
law to straighten out 
trading-stamp trouble 


THE CALIFORNIA Assembly has 
passed and sent to the Senate a bill 
authorizing service stations to give 
trading stamps without having to post 
signs showing how much the stamps 
contribute to the price of gasoline. 
The bill would require display of 
a sign showing the number of stamps 
to be given with a purchase. 
According to the bill’s sponsor, 
Assemblyman Gordon H. Winton Jr. 
(D., Merced County), it would end 
controversy over the state attorney- 


| general’s ruling that a bill enacted two 


years ago required service stations to 
post signs showing how much of the 


| price of gasoline went for stamps. 


The California Federation of Ser- 
vice Stations opposed the bill. Fed- 
eration president Mario Duccini said: 


| “This stamp business helps instigate 


price wars, too. If one guy has stamps, 
the guy down the street can offer 
double stamps, and so on. The fellow 
that doesn’t have the stamps can only 
cut his price to compete.” 

Assemblyman John Williamson (D., 
Bakersfield), a service-station operator, 
opposed the Winton bill, and after its 
passage introduced another bill provid- 
ing that a service station may offer 
a cash discount in lieu of trading 
stamps. His bill would not take effect 
unless the Winton bill did. 

The Winton bill was under consid- 
eration in the Senate, where passage 
was thought likely. 


Gasoline consumption in California, 
the world’s largest gasoline market, is 
expected to continue to increase at 
least well into 1962, says the Security 
First National Bank. 

The Los Angeles bank’s predictions 
put the state’s taxable gasoline con- 
sumption at 5,907,000,000 gal. for 
fiscal 1961 and 6,152,000,000 gal. for 
fiscal 1962. 

The trend has been upward since 
1944. Monthly taxable sales per sta- 
tion have increased 3.7% annually 
during the past 10 years. 

The figures show California motor- 
ists use 29.5% more gasoline than mo- 
torists in Texas, the second-ranking 
state. 

Each service station averages 23,500 
gal. a month now, and is expected 
to increase sales to 25,000 gal a month 
in 1962. 
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THESE ARE 
THE PRODUCTS 


STANDARD FOR 
COMPARISON 


In every industry there is one 
company that sets the pace, one 
company whose products are 
the standard to which all others 
strive. Each product carrying 
the Bennett name is designed 
and produced to set the stand- 
ard for the industry it serves. 








JOHN WOOD 
COMPANY 


BENNETT PUMP DIVISION 
Muskegon, Michigan 








POSITIVE CONTROL OF MATERIALS FLOW 


/ bt 662° 563 ~ 564 














=y THeRe's a 
BeTreR. Way 

4 ToFeep 
——\ ADDITIVES! 


Are you feeding blind and wast- 
ing expensive additives? Do you 
count plunger strokes and multiply 
by chamber capacity which can be 
full, partially full, or empty? Stop 
wasting money . . . stop feeding 
blind . . . get report back of actual 
usage. B-I-F’s unique EDB Blend- 
ers can give you the accurate addi- 
tive control you need. 


Free Facts 


Write for free facts on the best 
way to stop additive give-away and 
make your oper- 
ation more profit- 
able. Request your 
copy today! 





Bit} Industries 


BUILDERS-PROVIDENCE * PROPORTIONEERS * OMEGA 
555 HARRIS AVENUE, PROVIDENCE 1, RHODE ISLAND 
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‘Bay’ brand has been replaced by ‘Tenneco,’ ne 


Rockies 


Tenneco Oil, formerly 
Bay Petroleum, unveils 
new brand in 15 states 


THE NAME of an early-day oil re- 

finer, the late Charles U. Bay of Den- 

ver, has faded from the retail market 

to make way for 

Tenneco, the 

brand name cho- 

sen by Tenneco 

Oil Co. of Hous- 

ton, a subsidiary 

of Tennessee Gas 

Transmission Co. 

Bay founded 

Bay Petroleum 

Corp., predeces- 

sor of Tenneco. 

He established a 

12,000-b/d refinery at Denver and a 

23,000-b/d refinery at Chalmette, La. 

Before his death several years ago Bay 
served as ambassador to Norway. 

The new brand name of Tenneco 
for gasolines and lubricants marketed 
by the Tenneco Oil Co. was unveiled 
at 300 service stations in 15 of 22 
states where Tenneco markets. 

W. C. Hildebrand, senior vice pres- 
ident for refining and marketing, says, 
“By next October, we expect to be 
selling Tenneco products in over 600 
stations, and by the spring of 1962 
there should be 1,000.” 

Besides unveiling the new Tenneco 
emblems at service stations, the com- 
pany introduced the new brand name 
with full-page newspaper advertise- 
ments in red and blue ink, matching 
the red, white, and blue motif of 
Tenneco. 

Hildebrand said that coincident 
with the announcement of its new 
brand name, Tenneco began market- 


T 
wid 





name of Tenneco Oil Co., Houston 


ing new and improved gasoline and 
lubricants. 

“We call them the ‘Quality Twins,’ ” 
he said. “The only major difference 
between our Tenneco premium and 
regular gasolines is in the octane num- 
ber. Both contain our new additive, 
which combines in one all the features 
that previously have been available 
only in a number of additives individ- 
ually. And our lubricants have been 
reformulated completely, both the 
base stocks and the additives.” 

The Tenneco emblem is displayed 
now at service stations in Colorado, 
Kansas, New Mexico, Nebraska, 
Wyoming, Alabama, Louisiana, Mis- 
sissippi, Texas, Florida, Georgia, Ken- 
tucky, North Carolina, South Car- 
olina, and Tennessee. 


Court tests in Colorado and Wyo- 
ming bear heavily on the future of 
the coin-operated gasoline pump, a 
device reported to have been first 
produced by a Fort Collins, Colo., 
man 30 years ago. 

Pat Griffin, widely known northern 
Colorado oil jobber, joined with Gas- 
ateria Inc., a Fort Collins firm, in 
filing a suit seeking to end the Na- 
tional Board of Fire Underwriters ban 
on the coin-operated gasoline dispen- 
sers. 

The latest action in the district 
court at Fort Collins follows a similar 
court suit, also initiated by Griffin 
and Gasateria, that is pending before 
the Wyoming Supreme Court. 

They carried an appeal to the Wyo- 
ming high court after a district court 
upheld the Wyoming fire marshal 
enforcement of the national under- 
writers’ ban. 

The Fort Collins suit seeks a man- 
datory injunction against the under- 
writers and damages from the or- 
ganization as well as the Travelers In- 
demnity Insurance Co., a member of 
the Board of Underwriters. Griffin 
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asks $300 damages and Gasateria 
$7,815. 

The suit requests an injunction in- 
validating a section of the under- 
writers’ nationally accepted code of 
standards for handling flammable liq- 
uids. It reads: “The installation and 
use of coin-operated dispensing de- 
vices for Class I flammable liquids is 
prohibited.” 

That section is included in the un- 
derwriters’ national uniform fire code 
enforced by many cities throughout 
the country. 

Gasateria has the only coin-operat- 
ed gasoline pump in Fort Collins, and 
its location there came about by 
means of an annexation. The pump 
was in an area outside of the city 
until the annexation, and the coin- 
operated device was accepted as a 
nonconforming use of the property. 

Griffin holds the exclusive right to 
sell and license the coin-operated 
pumps manufactured in Fort Collins 
by Automatic Devices Inc. 

Gasateria operates about 100 of 
the pumps in rural sections of Col- 
orado and Wyoming under license 
from Griffin. 

Their appeal to the Wyoming Su- 
preme Court was based on a claim 
that the fire marshal was attempting 
to enforce an “administrative law” 
never enacted by the Wyoming leg- 
islature. 

The Fort Collins suit claims “no 
reasonable basis exists for the prohi- 
bition.” Company officials assert that 
none of the coin-operated pumps in 
Colorado and Wyoming has ever 
been the cause of an explosion or 
fire. 


New York 


What new state laws do 
to jobbers . .. How to 
boost delivery speeds 


A RECORD 600-plus persons turned 
out for Empire State Petroleum 
Assn.’s spring convention at Grossing- 
er’s in Liberty, N. Y. 

Snow the first day and wind and 
snow the second day made more than 
the usual number of jobbers turn out 
for the business meetings. 

Jobber George Savory, legislative- 
committee chairman, reported on 
what jobbers must, can, or cannot do 
under new state laws: 

e Cannot renew _ burner-service 
policies automatically (see page 23 
for further details). 

e Can forget about certain fea- 
tures of the state’s highway-use tax 





PUMP ANY 
FUEL FASTER 


Delivers more gallons with less work, on farms and construc- 
tion jobs, at truck terminals, in garages and factories. High 
vacuum, self-priming transfer pump delivers a constant flow 
of up to 20 gallons a minute with up to a 20-foot lift. 
Automotive-type pistons with rings withstand severest 
conditions. Vacuum breaker prevents siphonage, provides 
complete hose drainage. No foot valve. Available with auto- 
matic nozzle. PATENT NO. 2,643,051 


JOHN WOOD COMPANY An 


BENNETT PUMP DIVISION »- MUSKEGON, MICHIGAN 
IN CANADA: JOHN WOOD COMPANY LIMITED 
Toronto * Montreal » Winnipeg * Vancouver 
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Associations 


under certain conditions and pay less 
tax. 

e Can forget about the threat of 
paying a state license fee for heating- 
oil jobbers. The bill was killed in 
committee. 

e Must extend state disability ben- 
efit protection to all employees, even 
if only one. 


e Can order new transports with 
larger compartments. A new state 
law increases size from 1,250 gal. to 
2,500 gal. The new law should mean 
a saving in buying new equipment 
(fewer bulkheads, less piping, tewer 
valves and manhole covers) and should 
speed up drops at stations. 

A panel of speakers at the second 
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“MY DISTRIBUTOR SWITCHED TO RICHFIELD — 
NOW I’M ON THE WAY UP!” 


YOUR DEALERS AND YOU will be well on your way up 
when you latch on to the high-flying Richfield Eagle. As a 
Richfield Distributor, you’ll get these benefits: Top products, 
advertising, merchandising, complete supplier cooperation. 
PLUS the exclusive benefits of this unwavering policy: Richfield 
does not market its brand of products in competition with 
Richfield branded distributors. If you don’t like the direction 
you’re headed in, call or write Richfield now, and start going up! 


Serving the Eastern Seaboard from Maine to Florida 


RICHFIELD 


OIL CORPORATION OF NEW YORK 
708 Third Avenue, New York 17, N.Y. 





session urged jobbers to change their 
heating-oil delivery and billing pro- 
cedures. Walter McPherson of Philly 
Rapid-Tite, and Pope Marion of Scul- 
ly Signal Co., urged jobbers to use 
tight-fill connections in making oil 
deliveries. 

McPherson told jobbers that tight- 
fill equipment makes drivers more 
productive and boosts morale. “Con- 
sider tight fills as an investment, not 
as an expense,” he said. 

Marion advised jobbers that fast 
delivery is now the norm. “You must 
deliver oil faster because of your 
labor and equipment costs,” he said. 
“Your profit can be lost by overtime 
at the curb.” He suggested that to get 
the full benefit from tight-fill connec- 
tions jobbers should use (1) tank 
vents of the right size, (2) proper 
vent caps, (3) sound-type filling sig- 
nal, (4) a full-flow nozzle, (5) auto- 
matic truck controls to speed up the 
motor to proper pumping rpm’s as 
the nozzle is opened, and (6) better 
pumping and metering equipment to 
allow faster deliveries. 

Better billing procedures, including 
premium billing, were outlined by 
Frank Steinhardt, Albany jobber, and 
Max Meyer, a business-form supplier. 

Premium billing, Steinhardt says, 
results in a higher percentage of cur- 
rent accounts. “We have 89.4% of 
our accounts current and many pay 
us two or three days after delivery,” 
he said. Statement mailings have been 
cut 80% under premium billing be- 
cause accounts pay on invoice rather 
than on statement. 

Meyer urged jobbers to “break with 
tradition” in getting rid of monthly 
statements. He called monthly state- 
ments “delaying actions” and “like 
driving with the brakes on.” 

“Let an account know he can pay 
his bill right away. You use your sup- 
plier’s discount. That’s because your 
supplier wants his money and he 
knows how to get it. Use the same 
psychology on your accounts,” Meyer 
said. 

ESPA paid tribute to Charles A. 
Lockard, retiring after 15 years as 
assistant secretary and as executive 
secretary. 

Among the speakers at Lockhard 
the celebration was for Marc Braec- 
kel, board chairman of Sinclair Re- 
fining Co. Early in his 42-year career 
in the oil industry, Lockhard served 
as private secretary to Harry F. Sin- 
clair, founder of Sinclair Refining. 

Lockard was presented with a sil- 
ver cigarette case as a farewell gift 
from ESPA’s officers and members. 
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Texas 


Jobbers ‘set record 
straight’ on their 
price-subsidy policy 


“NOW, JUST a minute, you sup- 
pliers. Let’s make damn sure you read 
us right about discontinuing retail 
price subsidies.” 

That, in effect, was what many 
members of the Texas Oil Jobbers 
Assn. (TOJA) said at a joint TOJA- 
Petroleum Marketers Assn. annual 
meeting in Dallas. Some of the boys 
wanted to “set the record straight.” 

Earlier in the year, TOJA’s board 
of directors agreed in principal to the 
elimination of price support. But they 
also qualified this decision with an ap- 
peal for the establishment of “realistic” 
tank-wagon prices and the discontin- 
uance of dumping surplus product at 
below-market prices. 

This action by the board was okay 
with most TOJA members, but pub- 
licity mentioned jobber support for 
eliminating subsidies without stressing 
the qualifiers. 

Leslie Neal of San Antonio got up 
during a panel discussion on com- 
munications to let one and all know 
he didn’t “want the rug pulled out” 
from under him. Neal said present 
supplier practices already have him on 
such short grazing that he’s “got dirt 
all over [his] face.” 

Neal said he doubted that price sup- 
port causes price wars, anyway. 

Arch M. Ault, head of Premier Oil 
& Refining’s sales department and a 
panelist member, told Neal he agreed 
with him on some of the things he 
said, but not about price supports not 
causing wars. Ault said he knew of 
cases when supports were the main 
cause, and many more where they 
prolonged wars. He pointed out that 
Premier had adopted, partially be- 
cause of this, a policy of not giving 
retail price protection. 

Price supports were one of the 
hottest subjects during the entire meet- 
ing. Most major-brand jobbers seemed 
to feel as Neal did. The majority said 
subsidies are an evil. But they also see 
other wrongs that need to be made 
right before any general policy 
against subsidies is adopted by sup- 
pliers. 

Despite price-war conditions which 
had prevailed in north and northeas- 
tern sections of the state, most of the 
jobbers and commission wholesalers 


reported business was good. They 
agreed whole-heartedly with a speech 
made by Arthur H. Smith, economist 
of the First National Bank, Dallas, 
and they gave him standing ovation at 
the end. Smith had taken the Ken- 
nedy administration to task for reces- 
sion talk. 

Some distributors said price wars 
have hurt them. Still, an American 
Petrofina jobber reported his business 
was up 31% in March over a year 
ago. One from West Texas reported 
his volume tripled in the two years 
since he started. Virtually all said 
their volume improved in March after 
a slow start in 1961. 

Even the equipment sellers reported 
business increases, indicating that dis- 
tributors are not holding back on ex- 
pansion plans. One major pump man- 
ufacturer’s representative said, “We 
had a very good first quarter compar- 
ed with last year.” He added that last 
year wasn’t one to brag about, but 
felt momentum was picking up; and 
he looks for a very good 1961. 

There was an over-all air of confi- 
dence at the meeting. There was no 
gloom about business conditions, and 
no particular concern about new sup- 
plier policies or governmental regula- 
tions. Almost as an after-thought, the 
group passed a resolution about the 
federal gasoline tax. They said Texas 
jobbers and agents are sure Congress- 
men will keep their word about the 
1¢-gal. increase being temporary. 

Turnout for the joint meeting was 
one of the largest, about 600 distri- 
butors and guests. 

TOJA elected Ted Lokey, Sham- 
rock jobber, Amarillo, president for 
the coming year. Also named were T. 
A. Harrell, first vice president, inde- 
pendent, Kingsville; W. J. Newell, sec- 
ond vice president, Gulf, Alpine; and 
A. N. Rusche, secretary-treasurer, 
Gulf, Houston. 

PMA elected Clyde Austin, Kenedy, 
Gulf commission wholesaler, presi- 
dent; named Louis Kowalski, Texaco, 
Laredo, vice president; and elected 
Sammy Allen, Conoco, Houston, sec- 
retary-treasurer. 

D. Woodson Ramsey Jr., Humble 
vice president, gave one of the key- 
note speeches. In addition to relating 
the industry’s over-all problems, Ram- 
sey reminded the group of the big 
bite that taxes take out of gasoline. 
Humble’s researchers figured that if 
the government had collected its tax 
money last year in product instead of 
money, it would have received some- 
thing like 27-billion gal. of product, 
he said. 
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NEW 
SERIES 


Opens Consumer 
Accounts For You 


Open more new consumer accounts 
with the new, lower Bennett Fleet Jr., 
now only 40” high. You can now offer 
Fleet Jr. economy to your customers, 
plus the smart, modern compact styling 
that’s changing the face of the nation’s 
service stations. 


Fleet Jr. sells while it saves—brings con- 
vincing economies to your customers: 


e Accurate control of fuel costs 
e Easier, faster, safer refueling @ Pad- 
lock provision for pilferage protection 


You save, too! Fleet Jr. pumps are in- 
expensive to service and maintain. 
Working parts are easily accessible for 
inspection and adjustment, while a 
heavy-gauge steel housing over a 
sturdy welded chassis shrugs off rough 
handling. 


Build more consumer business with 
Fleet Jr., the pump that gives you less 
maintenance, gives your customer 
greater fueling economy. See your 
Bennett representative. 


Fleet Jr. features: 

@ New, lower, fresh styling @ Direct 

drive rotary vane pump @ Horizontal 

register @ Perfect dial readability, re- 

gardless of vehicle size @ Built-in 

Strainer, built-in check 

eh and by-pass valves 
Li lele)s) 

Trg 

plo}si, me felejemete) 1-7-4. bg 


BENNETT PUMP DIVISION + Muskegon. M 





If you've got 
the fuel, 
we've got 
the hose 


State. ‘ oet es 


TYPE 72-A PUMP HOSE can’t be crushed, always springs back 
into shape. Outlasts ordinary hose, often as much as 2 to 1. 


NYLON CORD DOCK LOADING HOSE is lighter, more flexible, but strong 
enough to absorb the pulsations that weaken other dock hose. 


TYPE 82-A TANK TRUCK HOSE is 20% lighter than 
other hose for the same service. Even with the 
4” size, one man can unload it, hook it up, and 
reload it on the truck, 


32 


TYPE 83 FUEL OIL HOSE handles easily, reels readily, speeds 
deliveries. Made of special rubber that stays flexible 
even in cold weather. 


r you need a 1%” gas pump hose, or a massive 12”, 11-ply hose for 
dock service, B.F.Goodrich has it—and in between, just about 
every possible kind of hose needed for efficient handling of gasoline 
and oil. Four of our best sellers are shown on this page. 

Your nearby B.F.Goodrich distributor can describe all the various 
types of hose we make, tell you what to expect from each, help you 
decide which is your best buy. 

If you'd like to study catalog 

sheets before getting down to ‘ 
cases, just write B.F.Goodrich 

Industrial Products Co., Dept. B.EGoodrich 
M-121, Akron 18, Ohio. 
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What They're Saying 


‘Our Blue-Sky Promises’ 


Oil-company ads need 
drastic revamping 
warns J. M. Shea Jr.* 


(In the athletic world they say that 
a contestant compounds his errors by 
pressing—by trying too hard. But a 
rather indelicate term in use in show 
business describes it much more aptly. 
They call it ‘flop sweat.’ 

. .» I wonder if oil-industry consumer 
advertising isn’t beginning to get ‘flop 
sweat’—if we aren’t trying too hard 
and thereby losing our audience. I 
believe this is the case, and believe 
it is because our approach to the pub- 
lic is based on an assumption which is 
not true. 

Being in the oil business myself, I 
have always felt rather guilty about 
my dislike at having to drive into a 
service station. 

. . . For a long time I kept quiet 
about this feeling, but gradually I be- 
gan to discover something—nobody 
really wants to go into a gasoline sta- 
tion. And there is little that we, or 
anybody else, can do about it. People 
go because they have to; just the way 
they go to a doctor for a checkup; if 
they don’t, they will be sorry later. 

. - » SO what we have are not custom- 
ers as much as patients. They come 
because they have to, not because 
they want to. . . . We have proceeded 
on the assumption that a service sta- 
tion ought to be a sort of supermarket 
for automobiles—and we are con- 
stantly baffled because customers ex- 
pect things from us they wouldn’t 
dream of demanding from any other 
type of retail business. 

. . » In a nice clean business like a 
liquor store, for example, the average 
customer will spend more money 
[than he will in a service station] in 
about 30 seconds. And the clerk 
doesn’t have to clean his glasses, check 
his lighter fluid, or anything. He 
doesn’t expect anything except the 
right change and a paper bag to put 
the bottle in. The customer even gets 
oiled on his own time, and off the 
premises. 


* From an address by J. M. Shea Jr., mar- 
keting vice president of American Petrofina 
Inc., to the Oklahoma Oil Jobbers Assn. at 
Oklahoma City, Okla. 


Shea: Oil ads try too hard 


The difference, of course, is that 
the man wants to go to the liquor 
store, and doesn’t want to go to a 
‘gas’ station. . . . For almost every- 
body, the most enjoyable thing about 
going to a station is leaving it. 

. . . Therefore, obviously anything we 
say that contradicts the customer’s 
everyday experience is either going to 
seem unbelievable, silly, or boring to 
him. But, if we can judge from most 
of our advertising, that is exactly what 
we are doing. 

. . - When we promise the customer 
something he doesn’t really care 
about, or has grown to expect as a 
matter of course, we bore him. And 
it back-fires too, because we make 
it increasingly hard on the operator to 
live up to our unrealistic assurances 
of perfection—our blue-sky promises. 
. . . Thanks to our efforts, or perhaps 
lack of them, I believe the customer 
is noticing the wrong things about us. 
. .. There is one other way in which 
we intrude on his life away from the 
stations; and that is advertising. .. . 
That is why it is important that we 
use this, our only real chance to talk 
to the customer, in as interesting and 
personal a way as possible. 

. . » I don’t suppose we will ever see 
the time when people are anxious to 
visit service stations, but I think we 
can better explain our industry and 
our problems to them. That will hap- 
pen when we start to talk more real- 
istically and confidently. 

. . . In other words when we concen- 
trate on what people are interested in 
and what we can reasonably de- 


liver. . . 99 
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New economy-price 
electric pump 
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DELIVERS 
UP T0 
GALLONS 
A 
ose [i MINUTE 








Model 57-6 KR-69 Model 57-8 
Underground Skid Tank 


Tank 








Farms, construction sites, facto- 
ries, ranches, and estates need an 
electric utility pump with Bennett 
dependability at an economical 
price—and here it is. The Series 57, 
is a lightweight, portable, easily- 
installed electric pump for a va- 
riety of pumping applications. 

Bennett engineering has elimi- 
nated belts and gears to provide 
a direct-drive pumping unit with 
a minimum of parts, all perma- 
nently lubricated. The three basic 
models, pedestal, skid tank, or 
underground tank, each deliver up 
to 12 gallons per minute; all have 
meters, and are available with 
choice of counters. 

The Series 57 pump, meter and 
motor assembly, is Underwriters’ 
Laboratories-approved. Durable 
red baked-enamel finish assures 
year-round weather-resistance. 


JOHN WOOD 
COMPANY 


BENNETT PUMP DIVISION 


Muskegon, Michigan 
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Compco Cantilever lights, as pictured above, are but one more exam- 


ple of the imaginative engineering and high manufacturing standards 





you can expect from Compco service station lighting equipment. We 
invite you to compare it with others. We think you'll agree that no 
one gives more honest lighting value than Compco. For further infor- 


mation, see your representative or write for details. 


COMPCO > 


CORPORATION 
1800 N, Spaulding * Chicago 47, Illinois 





What They’re Saying 





About new, profitable 
markets .. . changing 
with dynamic times 


¢CWhen the familiar cry of ‘give us 
more oil’ changed to ‘give us more 
markets,’ many of us at first did not 
know how to respond. Our job is not 
to look back but to look to the future 
and to create the profitable new 
methods of operation and the profit- 
able new markets that will enable us 
to survive today and enter an even 
greater era of prosperity tomorrow.” 
J. L. Lenker, marketing vice president, 
Gulf Oil Corp. 


¢¢ We live in dy- 

namic times, and 

anyone who be- 

lieves that condi- 

tions in the Sixties 

are not going to 

be much differ- 

ent than in the 

Fifties might just 

as well retire from 

the ball game 

Bellman right now. It’s an 

old saying in the 

oil business that when you're through 

changing with the times, you're 

through. That is probably truer today 

than it ever was—and certainly it is 

as true for a jobber as it is for a 

refiner, or for a service-station dealer 

as it is for a wildcatter.” Vernon A. 

Bellman, marketing vice president, 
Mobil Oil Co. 


¢¢. .. Whose fault 

is it if government 

does things we 

don’t like? That’s 

something we'd 

rather not talk 

about, isn’t it. 

We'd rather talk 

about our rights 

—and our free- 

doms. There’s 

Wilson nothing wrong 

about talking of 

freedom, but let’s remember—free- 

dom does not consist of the ‘gimmies.’ 

Each freedom—each right—has a cor- 

ollary duty—and to discuss one with- 

out the other is sheer folly. Freedom 

is not a one-way road. It carries with 

it responsibility. Freedom is not a 

license to do what we want, when we 

want, without regard to our fellow 

man. Rights cannot be claimed unless 

duties are, at the same time, recog- 

nized.” Willard M. Wilson, secretary, 
American Petroleum Institute 
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Get in on the 


BIG BUTYL 
BUYING BEE... 





NEW BUTYL TIRES WILL BE BACKED BY 
LIFE, THE BIGGEST, MOST POWERFUL, 


Ads like this are part of an impressive new 
campaign starting with the June 9th issue 
of LIFE Magazine. They tell the dramatic 
story of BUTYL benefits to an estimated 
audience of 30,000,000. 

The 15,320,000 U.S. households reached 
by one average issue of LIFEspend an aver- 
age of $25 a year each on passenger car tires 
and tubes*—a grand total of $383,000,000 
just waiting to be tapped by you, when 
you sell the amazing new BUTYL tire! Make 
sure you’re one of the more than 100,000 
tire outlets that will have it. 

Suppliers of BUTYL tires should be 
contacted for their new BUTYL sales pro- 
motion material. 


*Source: “Magazine Coverage of Consumer Ex- 
penditures,” Vol. III, Alfred Politz Research, Ince. 
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BUTYL tires are 
so sensational 


one demonstration 
ride sells 4... 














A RIDE WITHOUT EQUAL! BUTYL rubber’s re- 
markable ability to absorb shock cushions rough 
roads to a degree never before attained by any tire. 
For a simple and dramatic demonstration, take a 
BUTYL tire and any other tire; bounce both from 
the same height. The difference will amaze you. 





~ STRONG, FULL-COLOR ADVERTISING IN 
WEEKLY MAGAZINE OF THEM ALL! 








Now a new standard of riding comfort... 
proved by billions of miles 


Get the 

smoothest, 

safest ride 
of your Ii 


Buty/ Tires Stop, Look and 
Ride like no other tires 





UNLIKE ORDINARY RUBBER tires that bounce high 
when they hit bumps—Butyt Russer (blue ball on 
right) absorbs shock without bounce, gives you tires 
that hug the road at all speeds, on sharpest curves. 


BUTYL TIRES STOP FASTER — at 50 miles per hour, 
test cars equipped with BuTyL tires stopped 30% 
quicker. In fact, BUTYL tires stop faster on wet roads 
than most tires do on dry! This means better traction 
under all driving conditions. 


on tires of 
Butyl* 


They hug the road so well you can't make them squea/—“‘flow”’ 
over bumps, cushion shock and stop faster than any other tires. 


BUTYL WON'T SQUEAL! Microphones set up on sharp 
curves pick up no trace of the squeal that denotes tire- 
skidding. Buty. “flows” over the road—gives you the 
greatest control, the smoothest, quietest ride known. 


Now an exciting man-made rubber called ENJAY BUTYL does for driving com- 
fort what the jet plane does for flying comfort. 

Major tire marketers such as FIRESTONE, GOODYEAR, HUMBLE OIL, PURE OIL 
and U.S. RUBBER are now bringing you tires made of this remarkable material, 





tires unlike any you’ve ever known. 

Manufacturers of these tires combine BuTYL with their individual tire 
building “know-how” to bring you these unique tires. 

BUTYL is a product of advanced research by one of America’s leading labo- 
ratories. Created by the instantaneous reaction of two chemicals at 150° below 
zero, BUTYL makes it possible to build tires with these important advantages: 

BuTYL hugs the road with a sureness you’ve never felt before. Takes sharpest 
turns with full traction—yet without a squeal. Virtually floats over bumps— 
without bounce. Makes your car ride quieter too. And gives quicker, safer stops 
—even on wet roads. Be sure your next tires are made of BUTYL. 


*Note: Enjay Chemical Company does not make tires. It supplies BUTYL rubber (pronounced 
Bew’-TL) to manufacturers of quality tires, tubes and hundreds of other rubber products. 


ENJAY CHEMICAL COMPANY 


A DIVISION OF HUMBLE OIL & REFINING COMPANY 


A DEMONSTRATION RIDE jis al! you need to prove the 
difference yourself. BuTYL tires do things other pre- 
mium tires can’t and generally cost less. See your 
tire or service station dealer now! 

















SAFER, SURER STOPS! Screech-free BUTYL tires 


WIDESPREAD ACCEPTANCE! 





Four tire manufac- 


grab the road with a vise-like grip, stop as much as 
30°; faster at 50 m.p.h. In fact, they stop faster on 
wet roads than most tires do on dry! What’s more, this 
superior stopping ability lasts the life of the tire. And 
BUTYL tires don’t squeal, even on sharpest curves. 


turers have turned to BUTYL for a kind of tire per- 
formance never before possible. BUTYL tires are 
available today for immediate delivery and fast, 
profitable selling . . . principally in sets of four. Con- 
sult your tire supplier for complete details. 





HOW 10 PUT THIS POWERFUL 
ADVERTISING PROGRAM 
TO WORK FOR YOU... 


STOCK BUTYL! Make sure you have these remarkable 
new tires on hand when the national advertising breaks, 
and all during the campaign through the Fall. You’ll 
want to keep the important sizes, types and styles in 
stock to gain some of those profitable full-set sales. 





DEMONSTRATE BUTYL! One ride is all it takes to con- 
vince your customers that this totally new kind of tire 
literally soaks up bumps and road shock, gives a ride so 
unbelievably smooth and quiet it makes cars seem years 
younger. That’s why over 80% of BUTYL tire sales are 
made in sets of four. 


DISPLAY BUTYL! Mass displays of new BUTYL tires 
outside your store or station, where they can be seen 
from the street, tell people that you’re in the tire busi- 
ness in a big way, and that you are among the first to 
bring them this outstanding new development. 





PROMOTE BUTYL! Tire marketers are making available 
banners, streamers, posters, tire inserts and other ad- 
vertising to add extra punch to the selling effort and to 
create the desire for that all-important demonstration 
ride. Get on the BUTYL bandwagon and make this 
your most successful tire-selling season! 


Enjay does not make tives. It supplies BUTYL rubber to manufacturers of quality tires, tubes and hundreds of other fine products. 


ENJAY CHEMICAL COMPANY 


A DIVISION OF HUMBLE OIL & REFINING COMPANY 
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...with Morrison 


seek safety! 


Protect your investment — avoid the tragic losses due to fire — demand Morrison tested 
emergency and escapement valves for all bulk storage tanks in your business. 


THERE IS A REASON WHY the Morrison valves shown here are fast becoming standard for the industry. 
As excessive pressures build up within tanks the top section of Morrison Escapement Valves lift off the seat... 
escaping vapors are directed outward from the escapement valve in a horizontal plane. Vapors are not 
directed downward to add additional heat to the already strained roof of the tank. Important features like 
this are causing more and more to turn to Morrison . . . Oil Equipment Headquarters. 


EMERGENCY VALVES — for use in every 
above-the-ground bulk storage tank. Easily 
installed from outside the tank, yet the 
disc, seat and all closing mechanism is 
inside the tank. Please refer to catalog 


for the size you need. Order Figure 272. 





ESCAPEMENT VALVES—for bulk station 
safety and economy. Relieve excessive 
pressure due to abnormal conditions. 
Figure 244, above, is for relief of pres- 
sure only—To be used in conjunction with 
a Figure 548 pressure-vacuum vent. Avail- 
able in 8 and 16 ounce pressure. 


For Safety’s Sake — Specify Morrison Vents 


MORRISON BROS. Co. 
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COMBINATION escapement valve, shown 
above, provides both pressure and vacuum 
relief, under emergency conditions. Figure 
548 pressure-vacuum vent should be used 
with this valve. Available in 8-16-32 ounce 
pressure with 1 ounce vacuum. 


OIL EQUIPMENT HEADQUARTERS | DUBUQUE, IOWA 
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AND ONLY 


There is no other single source 
of so much statistical and 
reference data of year around use 
available to oil marketing 
management men. 


KEEP IT HANDY 


tole rn ( | Oil Marketing’ s Reference 


aN A McGraw-Hill Publication, @ yt Ee 
Gi ) 330 West 42nd Street, @: 
qD. 
New York 36, N. Y. hoch 
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Repri nted from the 
Akron Beacon Journal 
April 25,1961 


Tf you want more caloo..morw phofito ~move up with Mohawk! 
Wine or Hone T. C. Yolnoon, Gonoral CalooMan. Mohawk! Aknow Ohiotéday| 
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Net For Period Up 14 Pct. 





Mohawk Top Gainer 


By JOSEPH E. KUEBLER 
Business Ané Indastrial Writer 

Recessions are no respectors 
of little or big companies nor 
of industries, but it scems that 
the smaller con- (ay 
cerns generally  , 
have been find- 
ing the profit 
road a bit rough- 
er than many of 
the big boys. 

Yet there are 
exceptions to the 
rule and, in the 
tire industry, 

Mohawk Rubber 

can easily quali- 

fy as the excep- 

tion. In the face of the stiffest 
competition in years, the 
smailest publicly owned com- 
pany continues its steady 
gains, emerging with the big- 
gest first quarter earnings in 
its 48 years. 

A pigmy alongside the rub- 
ber giants, nevertheless the 
Akron firm rolled up a profit 
of $320,000 for the first three 
months of '61. That was an in- 
crease of 14 per cent despite 
a 4 per cent decline in sales. 


* 

WHILE only six opening 
quarter reports are in to date, 
it appears quite likely that 
Mohawk's income perform. 
ance will top the tire parade. 
Only one other firm, Fire- 
stone, has registered a gain 
—and that by a fraction of a 
percentage point. 

A good barometer of Mo- 
hawk’s efficiency is the fact 
that profit was 48 per cent 
of sales, another new high for 
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the company. A year ago it 
was 4 per cent and in 1959 it 
was 3.9 per cent. 

Income for the quarter was 
equal to 62 cents a share as 
against 54 cents last year and 
44 cents in '59. The three- 
month sales figure of $6,669,- 
000 was $307,000 below a year 


ago. 
* 

MOHAWK is achieving its 
gains primarily in the replace- 
ment tire field, one of the real 
growth markets and the back- 
bone of the tire industry. That 
is where the company did 
about 75 per cent of its busi- 
ness last year, W. T. Ernst, 
secretary-treasurer, noted the 
other day in a talk to the New 
York Society of Security An- 
alysts. 

A two-product operation in 
these times when the emphasis 
is so heavy on diversification, 
Mohawk attains the remainder 
of its volume in tread rubber. 
Here it is a much bigger factor 
in the industry than in tires— 
about 8 per cent. 

In citing how the replace- 
ment tire demand has gone up 
in the last decade, Ernst re- 
ported that from 1952 through 
1956, sales of these casings 
rose from 54 million to 62.6 
million annually. That is an 
average annual growth rate of 
3 per cent. 

In the last five years, re- 
placement tires jumped from 
62 million to almost 80 million, 
an average gain of 6 per cent. 


ERNST then showed how 


épt pace with the increase in 
replacement tires. In 1956 it 
accounted for 376,000, or 
6/10ths of 1 per cent of the 
replacement volume. 

“Last year Mohawk sold 
over 1,400,000 tires or 1.8 per 
cent of this market,” he added. 
“In 1960, the industry was 29 
per cent ahead of sales of five 

ears ago, whereas Mohawk 
as up 272 per cent. 

“For 1960 compared with 

959, our total dollar sales 
ere only 2 per cent ahead. 
nit tire sales, however, were 

ver 5 per cent and tread 

bber sales TY cent. e 

ifference in these percentage 
increases is a good measure 
of the severity of price com- 
petition within the rubber in- 
dustry last year.” 


* 

SALES this year will reach 
another new high of $34'4 mil- 
lion as compared to the record 
of $32.3 million set in 1960. 
Ernst believes. Profit should 
hit $1,360,000 or $2.63 a share, 
he told the analysts, up from 
$2.07 last year. 

By the mid-60's he looks for 
sales in the $40 to $45 million 
range and earnings around 
$1.7 million. By the late 60's, 
he estimates the sales figure 
at between $45 and $50 million 
and profit at $2 million. 

Important, too, he feels is 
the fact that the company’s 
present production capacity 
can meet the $40 to $45 million 
volume without any major 
additional capital expenditures 
or overtime. 





In an age of 
specialization... 
Fram is the 
specialist in filters! 


FRAMARKETING* begins on an 
engineers drafting board! 


Purse strings are tighter. Costs are a more 
important consideration to car manufac- 
turers than ever. Yet they consider filters so 
important that all the new compacts have 
oil and air filters as standard equipment! 
And your dealers will find more car manu- 
facturers equip their new ’61 cars with fil- 
ters from Fram than any other filters. 


The reason is simple. In the automotive 
world, Fram is the specialist in filters. Fram 
manufactures no other product. Fram engi- 
neers are constantly finding the most 
efficient and economical answer to various 
filtration problems. The list of Fram “firsts” 
would fill a book! 


The outstanding filter development of ’61 
is Fram’s introduction of new “Wear-Guard” 
Filters. Radioactive tracer techniques—one 
of the newest uses of nuclear physics in in- 
dustry —were used to prove that new Fram 
“‘Wear-Guard” filters are the greatest advance 
in engine protection since detergent oils! 


It’s another breakthrough for Fram Re- 
search. And it’s another example of how 
FRAMARKETING* begins on an engi- 
neer’s drafting board. The development of 
new and more efficient filters is the first vital 
step in FRAMARKETING*—the exclusive, 
all-inclusive sales development program to 
stimulate filter volume, oil volume and sales 
on all under-the-hood items. 


Oil Company Dealers who stock and sell 
Fram not only get the finest of new Fram 
Filter products, but receive the personal at- 
tention of Fram field representatives. Fram 
national advertising constantly builds con- 
sumer awareness of Fram’s leadership. New 
promotion and selling ideas are continually 
tested in the field and then made available 
to dealers to help them boost oil and Fram 
filter volume. 


Why not let FRAMARKETING* go to 
work for your dealers? Drop a card or 
phone National Accounts Division, 
FRAM CORPORATION, Providence 16, 
Rhode Island, GEneva 4-7000. 


2K FRAMARKETING ... The automotive industry’s most complete service 
for development of volume filter business . . . through research, train- 
ing, advertising, promotion, sales aids and personal field assistance. 


NATIONAL PETROLEUM NEWS °* June, 1961 








an 
S 
Zz 
= 
~ 
~ 
J 
° 
-4 
- 
wl 
[9 
_ 
< 
Z 
g 
_ 
< 
Zz 
~ 
‘Oo 
nN 
™~ 
v 
= 
= 
~ 





THE HEART OF EVERY HOME FUEL OIL 
DELIVERY TRUCK !IS THE PUMP! 





Choice of horizontal or 
vertical 2” suction and 
discharge ports simplifies 
piping and installation. 


Cover plates give ready 

' @ccess to pump interior 
for inspection purposes 
without disturbing piping. 


Rugged, durable, cast 

iron construction means 
long life under the toughest 
operating conditions. 


Impeller and diffuser 
design eliminates 
metal-to-metal contact, 
resulting in long service life. 


Mounting pads spaced for 
52” or 6” saddle without 
the use of adapters or 
“trick mounts.” 





Discharge rates 
30 to 120 g.p.m. 


Rotation can be either 
clockwise or 
counterclockwise at input 
shaft, as required. 


“Remite” self-lubricating- 
seal ends shaft leakage 
and customer complaints. 


Heavy-duty gear box with 
helical-cyt ductile-iron 
gears running ina 

bath of oil. 


Gear boxes supplied in 

6 o'clock position but can 
be quickly rotated to 3 or 
9 o'clock position in the 
field if required. 


N ow! The new MARLOW UNIVERSAL 


® truck pump for home fuel oil delivery 


This fine new unit represents one of the greatest advances in 
truck pumps since Marlow introduced the speed increaser 
self-priming centrifugal truck pump to the Petroleum Indus- 
try in March of 1949. There’s no metal-to-metal contact or 
close clearances in this pump; that’s why it maintains full 
capacity throughout the entire life of the unit. And—you'll 
appreciate the unit’s leak-proof “Remite” seal that makes 
messy driveways and customer complaints a thing of the past. 
Here’s a pump that will make it possible for you to realize full 
utilization of your tank truck investment. Why not write 
Marlow today for complete information on these new truck 
pumps and the name of your nearest Marlow dealer. 


a 


® 
MARLOW PUMPS 


DIVISION OF BELL & GOSSETT COMPANY 
MIDLAND PARK, NEW JERSEY 


Morton Grove, Illinois * Longview, Texas | 


Marlow Pumps are available in Canada through 
Pumps & Softeners Limited. 9-540 
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Here’s an all-new sealed beam floodlight series you'll want to 
know all about! Covering the entire range of applications, the new Crouse/Hinds 
PAR-beam Floodlights are available as follows: 150-300W for both medium and 
mogul screw base lamps. 300W and 500W, prong base, in portable, flat base or 
stem-mounting styles. Accessories include mounting plates, hoods, color screens. 


Write for Bulletin 2727, ¢ ce MINDS 
or see your Crouse/ Hinds Distributor. NEW YORK 


OFFICES: Atlanta Baton Rouge Birmingham Boston Buffalo Charlotte Chicago Cincinnati Cleveland Corpus Christi Dallas Denver Detroit Houston Indianapolis Kansas City 
los Angeles Milwaukee New Orleans New York Omaha Philadelphia Pittsburgh Portland, Ore. St.Louis St. Paul Salt Lake City San Francisco Seattle Tampa Tulsa Washington 
RESIDENT REPRESENTATIVES: Albany, N,Y., Baltimore, Md., New Haven, Conn., Reading, Pa., Richmond, Va. 

Crouse-Hinds of Canada, Lid., Toranto, Ont. Crouse-Hinds-Domex, $.A. de C.V. Mexico City, D.F. Peterco, Sao Paulo, Brazil 
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And here's why... 


® Full adjustability ... arms pivot and telescope, pads rotate 

360° and adjust to three heights. 

@ Quickly positioned to lift all make cars...even narrow- 

tread foreign models. DOVER CORPORATION, 
® Superior formed steel arm construction ...arms swing ROTARY LIFT DIVISION é 


easily, won’t freeze, lock, or jam. Memphis, Tenn. © Madison, Ind. 
Chatham, Ontario 


® Compact superstructure exposes undercar parts for easier 


accessibility. 
j ; ; First name in oil-hydraulic auto lifts 
3 ° 1 frei lovat 
Handles repair work and all service jobs ; freight " 


®@ Full 8,000-lbs. capacity industrial lifting devices. 


™ Equipped with dependable Rotary Jack... use-proved ; 
throughout the world for over 35 years. ; JED), 





Jet aircraft are the finest in 
the skies today. To keep them 
there requires the very best 
in aircraft fueling service 
and refueling equipment. 


At most of the nation’s major 
air terminals you'll find 
Standard Steel Works name 
on the Refuelers used by 
these famous names in 
Fueling Service. 


the Fimell 
in FUELERS 


Yo. ie 


a >. 





i 


Standard Steel Works, Ine. | ess5o SF eeieraweure.s.c. 
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Remember last winter... | 


prepare for next winter 


MODERNIZE YOUR TANK FARM NOW 


with the new Varec - 


Breather Valve that 


works perfectly in -60° winters and +125° summers. 


Here’s all-weather performance that’s been proven 
through two full years of Eastern Canada’s rough- 
est climate...frigid winters... hot, humid summers. 
Yet never once did Varec’s rugged new Fig. 2000-61 
ALL-WEATHER Breather Valve fail to operate per- 
fectly. What’s more, this petro-chemical plant can 
look forward to the continuation of this 100% 
performance for many tough seasons. to come. 


By modernizing your tanks with this new Varec 
ALL-WEATHER Breather Valve, you are now 
assured of tank safety and vapor saving efficiency 
the year around. 


NEW FIG. 2000-61 MODEL... 
TWO-WAY PROTECTION AGAINST FREEZE-UP. 


Here’s how Varec engineers have solved the cold- 
weather problem: First, both pressure and vacuum 
pallets utilize a flexible diaphragm of special non- 
frosting, icing-resistant material. This eliminates 
possible freezing between pallet and seat ring. 


Second, a special non-frosting, icing-resistant com- 
pound is used to coat the pallet perimeter and stem, 
guide-posts and tip of seat ring. Ice and snow scrape 
free when the pallet lifts. 


For complete information on the 


Varec Fig. 2000-61 ALL-WEATHER Breather Valve, 


write for Varec Bulletin No. CP-2701, Dept. NPN-1500-2. 


THE VAPOR RECOVERY SYSTEMS COMPANY 


2820 North Alameda Street - 


Branches and Representatives in Principal Cities 


TRADE @ MARK 


Compton, California 
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DELHI 
MEANS 
QUALITY 


Continuous Quality Control 
Conducted at 
Delhi’s Modern Refineries 


™ Modern laboratories at Delhi’s 
Gulf Coast refineries maintain a 
continuous program of product con- 
trol and development that assures 
the manufacture of highest quality 
fuels. Almost $2,000,000 has been 
spent in the past three years up- 
grading the Company’s process 
facilities and product control. Delhi 
refinery operations are guided by 
electronic computers. 

™ Now four new Delhi terminals 
at Albany, Utica, Syracuse and 
Rochester (with a proposed Bing- 
hamton Terminal coming soon) will 
enable Independent New York State 
Jobbers to join the march of quality. 
M@ Need a reliable source of supply 
for highest quality gasolines, heat- 
ing oils and diesel fuels? . . . Inves- 
tigate Delhi! 

@ Complete details are available in 
a new eight page, fact-filled bro- 
chure on Delhi’s New York State 
operations. Write: E. J. Cogan, 
Delhi-Taylor Oil Corp., State Tower 
Bldg., Syracuse, N. Y. 


DELHI-TAYLOR OIL CORPORATION 


Regional Sales Office: State Tower Bldg., Syracuse, N. Y. 
General Offices: Fidelity Union Tower/Dallas, Texas 





Nylon is fine 
for stretch panties 


% 


PE ali BO EIR Tha a BS 


® 
/ VAL RAYON CORD (MADE FOR TIRES ALONE) KEEPS MORE OF ITS 
STRENGTH THAN NYLON AS TIRE HEAT SOARS...GIVES LESS GROWTH... 
MORE MILEAGE... BETTER MATCHING ON DUAL MOUNTS. 


Keeping your truck customers happy is easier with 
TYREX rayon tire cord. TYREX rayon tires give 
33% less “heat stretch” than nylon, bringing truckers 
these big advantages: 

LONG, MONEY-SAVING MILEAGE—40.2% more miles in 
continuing Texas fleet tests . . . (on tires made to sell in 


the same general level range) . . . with mileages now 
ranging from 80,000 to 100,000 miles! 

LESS GROOVE-CRACKING— This means TYREX rayon tire 
cord gets less exposure to damaging moisture, chemicals, 
grit. 

EASIER MATCHING ON DUAL MOUNTS— Tires with exces- 


TYREX INC., Empire State Bldg., New York 1, N. Y. TYREX (Reg. U.S. Pat. Off.) is a collective trademark of TYREX Inc. for rayon tire yarn and cord. 
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sive growth are hard to match, carry more load wear 
faster. 


TYREX RAYON TIRES KEEP MORE OF THEIR STRENGTH as tire 
heat soars. 


Tell your customers about these money-saving facts. 
They mean lower tire costs for them .. . and repeat busi- 
ness for you. 


® 
VVRLA vc 
TIRECORD RAY SMITH ASSOCIATED CO.’s SWITCHING TO TYREX 


RAYON TIRES. The fleet on which the above mileage tests 
AVOIDS NYL ON STRETCH! are being made includes 383 tractors, 505 trailers that haul 


TYREX rayon tire yarn and cord is also produced and available in Canada. cement. Amazing test results have them switching! 
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Sixty-Six 


PHILLIPS 





Top performance products carrying the Phillips 66 
brand attract customers, keep them coming back. The 
Phillips program of business counsel and sales aids 
helps you retain more of the money you make. Want 


to know more? Write, wire or phone: 


PHILLIPS PETROLEUM COMPANY 
Bartlesville, Oklahoma 
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Introducing 


TRIM 4/ LINE 
Guardian ‘ 
latest... 


The brilliant, new 6-lamp 





Underwriters 
Laboratories, 


conbias | ® for Service Station Islands @ Parking Lots 


=<» if GUARDIAN TRIM {LINE 


operation 


® Driveways and Approaches @ Storage Yards 
® Marinas . . . any area where you want 


MORE LIGHT... MORE STYLE 


6 ULTRA HIGH OUTPUT LAMPS . . . properly spaced for maximum light output and 
efficiency. (Also available in 4-lamp model). 


TRIM, CONTEMPORARY DESIGN .. . housing is just 334” high, presenting a modern 


silhouette, ideally styled for both new construction and modernization. 
WIRE OR 
WRITE FOR BALLAST IN SEPARATE CHANNEL .. . for cooler operation, easy accessibility, higher 
DESCRIPTIVE , : 
BULLETINS. light output and longer ballast life. 


ADDRESS 
DEPT. N COMPLETELY ADJUSTABLE .. . specially-designed fitting permits independent adjust- 


ment of light enclosures from horizontal up to 45°. . . sideways from horizontal to 30°. 


) 
cuaroian fight COMPANY 


500 NORTH BLVD. OAK PARK, ILLINOIS 
REPRESENTATIVES IN ALL PRINCIPAL CITIES 
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| \~ vacation time 


AC FIRE-RING SPARK PLUGS DELIVER 
SURE-FIRING ACTION FOR LONG TRIPS 
OR SHORT HOPS. HERE’S WHY THEY 


PERFORM WITH RELIABILITY: 


AC’s Buttress Top—minimizes flash- AC’s Superior Sealing—Positive gas- AC's “‘Isovolt” Electrodes—Made of 
over, assuring easier starting and tight construction assures heat range special alloy metal for best sparking 
smoother performance in damp weather. for longer spark plug life. qualities; are more massive—operate 
It also strengthens insulator. cooler, last longer. 


get the selling edge with 
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for your customers means... 


ACtion for you! 


AC’S WIDER ACCESSORY LINE MEANS 

GREATER CONSUMER RECOGNITION AND 

ACCEPTANCE—ALSO GREATER SALES AND Here are some other advantages you 
PROFITS FOR YOU get when you stock and sell AC: 


, @ Extensive advertising and merchandising programs 
You can make more sales with AC because AC for top-notch sales support. 


has the most extensive aftermarket line in the @ Better profit margins through faster turnover result- 
industry. AC dealers can give their customers ing from greater consumer recognition and 
the matchless quality of the finest spark plugs, arneptance. 

oil and air filters, fuel pumps, strainers and caps Extensive accessory line of the highest quality with 
for radiators or gas tanks. AC’s famous line of Penge Reet See 

products has the quality and selling power you Greater replacement potential—because AC prod- 


i : ucts are original equipment on all Generali Motors 
need to help keep your business growing. care. 


AC SPARK PLUG <% THE ELECTRONICS DIVISION OF GENERAL MOTORS 


the protit line! 


Reliable Products by AChievers 
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LUBRICATION 


cs 


CASH-IN ON FAST LUBE SERVICE! If your lube bay is just an ordinary low-profit area, turn it into a gold 
mine with Alemite Strato-Line Lubrication Equipment. You save time and labor costs ... get faster turnover! No 
other pumps give you such instant power— with no time lag every time the gun hits the fitting. 
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MEET A MAN 
MAKING MONEY 


HE’S EARNING AN EXTRA $1,000 PROFIT! And so 
can you... on automatic transmission refill fluid and serv- 
ice .. . doing an average of just five jobs a week for one 
year. A portable Alemite Strato-Line drain rolls into posi- 
tion instantly —extends and holds firmly at proper height. 
An overhead reel delivers exact measure of AT fluid, power- 
pumped from original drum — completely protected from 
contamination. Result: a profitable operation completed in 
minutes —with less labor cost—with no hazard of customer 
complaints from grit or foreign matter entering the trans- 
mission. 

This is just another example of how Alemite’s complete 
line of automotive service products makes it possible for 
you to speed up service—make bigger profits from increased 
volume. 


Lom iene Oe ea ee ee er cee 


all 


¢ 
os 
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ADD $3,102 TO YOUR YEAR'S PROFITS! Just a single 
job a day with the Alemite Cross-Sight Wheel Aligner does it. 
Simple to operate, fast and accurate—you become an expert 
on the first job. Works wherever the car is—inside or out... 
whether on a level surface or not. 
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BIG MONEY-MAKER FOR SMALL SPACE! The portable 
Alemite Spray-Kleen Car Wash Pump gives you high-pressure 
cleaning — with no costly, space-wasting installation required. 
You can eliminate slow, time-consuming hand wash jobs —con- 
vert a “nuisance” service to high speed, profitable power washes! 


MAKE AN EXTRA $3,800 PROFIT! Do it with the famous 
Alemite “On-the-Car” Wheel Balancer averaging just two jobs 
a day for a year. Exclusive Hand Strobe Light and pickup gives 
accurate meter reading indoors or outdoors— proves to your cus- 
tomer the need for balancing—shows perfect results when the 
job is completed. Gives both up-and-down, side-to-side correction. 


WART-WARNER 


CORPORATION 


Dept. DC-61, 1850 Diversey Parkway, Chicago 14, Illinois 
In Canada: Stewart-Warner Corporation of Canada, Ltd., Belleville, Ontario 


fk a ‘hn fir 
Send for a free, fact-filled booklet telling ¢ =—— TT 
the whole, big-profit story of Alemite rg j I 
Equipment. Indicate which specific > eee | 
products you are most interested in. 5 | i 


bad 


STRATO-LINE LUBRICATION EQUIPMENT [ - 


Name 





Address 


Wheel Balancer [] Wheel Aligner (] Spray-Kleen Car Wash [J 








ee) 





City SOG cers GUNG nersncicinntiatinenene 


SCOVILL 


HAS THEM ) I] 


permanent or reattachable 


Scovill now makes the industry’s 
most complete line of couplings for 
fuel oil and gas pump hose... in 
both reattachable and permanently 
attached types ... in a wide range 
of sizes .. . to both commercial and 
military specifications. As always, 
‘Koccusiin Ke " TN Scovill provides the fastest delivery 
1 agg a and the best service with warehouses 
ag across the country and the largest 

‘we oe sales force in the industry. For com- 
plete details, write: Scovill Manu- 

sense MUARDS FOR FUEL OIL AND : facturing Company, Industrial Cou- 
GAS PUMP HOSE plings, Waterbury 20, Connecticut. 


GAS PUMP COUPLINGS FROM 5%” to 1” 


a 


Main offices: 99 Mill Street, Waterbury, Connecticut. 
Cleveland, Ohio: 4635 West 160th Street. San Fran- 
cisco, Calif.: 434 Brannan Street. Jacksonville, Fla.: 
P.O. Box 8366. Houston, Texas: 2323 University 
Boulevard. Toronto, Canada: 334 King Street, East. 


COMPLETE EQUIPMENT FOR ATTACHING Hose Couplings by 


BY MACHINE OR HAND IS AVAILABLE. 


SCOVILL 
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Fruehauf Tank-Trailers Make Your Hauls 


MORE PROFITABLE! 





Rugged, lighter weight Fruehauf steel tank units 
are designed and built to carry maximum-volume 
payloads for more profit on every trip. Capacities 
range from 4,000 to 9,000 gallons. 


Fruehauf Tanks Carry 
Bigger Loads At Less Cost 


A full working knowledge of the needs of the pro- 
fessional petroleum haulers has enabled Fruehauf en- 
gineers to produce versatile, high-capacity steel and 
aluminum units for every type of petroleum hauling. 


It’s no wonder professional haulers are finding that ae 
dollar-for-dollar, Fruehauf Tank Transports are their Featherweight aluminum Tank-Trailers can carry 700 
' cal ee gallons and upward of additional profit-making pay- 
best profit buy! Versatility . . . dependability .. . load over comparable deel walls. 
safety . . . higher profits . . . all of these advantages 


’ ; sat : 
are designed into a Fruehauf unit! W IN FRESNO, CALIFORNIA; 


NTS NO NNSYLVANIA 


AND UNIONTOWN, PE 
RVE YOU BETTER 


TANK-TRAILER PLA 
OMAHA, NEBRASKA; 
TO SE 


FRUEHAUF TRAILER COMPANY 
10948 Harper Avenue @ Detroit 32, Michigan 


I'D LIKE FULL INFORMATION ON FRUEHAUF PETROLEUM 
TRANSPORTERS. 


Name 


“ENGINEERED TRANSPORTATION” Company 
—The Key to Transportation Savings Address 


City 





(Please Print) 
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New K-D 
combination 
tool... 


a Purolator exclusive. It is both 
a hose-clamp pliers and a tube 
cutter. Three cutting wheels 
mean % the swing for faster, 
easier operation. Makes work- 
ing in tight places a breeze. 


3-way rack—a real sales maker 


® On the wall. © As a counter display. 
© Or piggyback on R55—R59 racks ie. Rig 
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from Purolator 


Gasoline filter GF-61 Merchandising Pak 


e Rack 
e Tool 








Everything your dealers need to cash in on the 
high-volume... high-profit gasoline filter market 


’ ABC's of Gasoline Filters 
° Window streamer 
e 12 fast-moving filters 


DEALERS PAY ONLY *17* 








(Price includes $1.99 to cover cost of combination too! and 3-way rack) 


Get started now—here’s how... 


. . with the GF-61 Gasoline Filter 
Merchandising Pak. The Pak gives your 
dealers a filter to fit every car that drives 
into their station. Makes every customer 
a prospect. Installs in minutes ! 

Tell your dealers how a Purolator 
Gasoline Filter can stop car trouble be- 


The Standard Equipment Line 


fore it starts. How the Super-Micronic 
filter element removes rust, dirt, scale 
and sludge—down to | micron (39 mil- 
lionths of an inch). 

“Listen to the Man”’ . . . that’s what 
we're telling motorists in the biggest 
radio campaign in filter history. So 


make your dealer the ‘“‘man to listen to.” 
Get him to sell his customers the utmost 
in filter protection . . . a Purolator 
Gasoline Filter. Start cashing in on this 
high-profit opportunity now. Remind 
your dealers to order a GF-61 Mer- 
chandising Pak today. 


Available in most areas June Ist. 


PwUROLATO RFR 


OIL, AIR & GASOLINE FILTERS 


i,vlacor” and “Super-micronic” Reg. U.S. Pat. Off. 


PUROLATOR PRODUCTS INC., RAHWAY, N. J.; TORONTO, ONTARIO, CANADA 
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Marketing, long-time stepchild of 


-dent 
Shell Oil Co. 


pes a Oil Co. (New Jersey 


| 





Today’s worldwide oil surplus 
is throwing the spotlight on . 


The big trend in the petroleum industry today is the 
emergence of marketing as the key operation. Reason: 
Far more oil is for sale than customers need to buy. 
Therefore, the company that can keep its product moving 
is the one that can best keep its stockholders happy. 

bis trend has been apparent for several years. But some 


.. MARKETING— 


Comments Dwight F. Benton, vice-president of sales 
for Indiana Standard, “Time was in Standard Oil—as in 
many other companies—when marketing took a back seat 
to other phases of the business. Now the marketing con- 
cept, which sees marketing as a combination of science 
and art, has become the focal point of orientation . . . 

had higher-productigp 


There is a climate of acceptance in the industry 


that will 


let marketing do a better profit- 


That means an opportunity for fast 





& On ust AS A 
woTOR TUEi OMY & 


CONTAINS F 
LEAD 


ig°en vit 


fo} 


from advertising in NPN. 





Gita 


the oil industry, now rules the roost 


<2 Kailroad Commission | 





bs 





Now You Need It to Stay Alive 


management attention were concentrated on producing 
crude, rebuilding refineries, erecting terminals, and secur- 
ing other facilities to get the product moving to market. 
We ran hard to keep up with growing demand. In recent 
years, with much of the original task completed, there has 
been a shift in emphasis to more aggressive marketing.” 

-- i market- 


ment of the integrated companies traditionally have been 
production and refinery people. But with the rap . growth 
of crude supplies and refinery capacity during and follow- 
ing World War II, there has been a sharper focus on 
‘ownership of the market,’ and a growing realization that 
the one who has the customer on his books is in the most 
avorable positigg 


now for the ideas, techniques and equipment 


producing job. 


profits for you 


sjex:. NATIONAL PETROLEUM NEWS 


4 > A 
me” For Oil Marketing Management 
A McGraw-Hill Publication / 330 West 42nd Street, New York 36, N.Y. 





“Gallonage up 20% since | put 
in a Pepsi case display stand!” 


(says Anthony M. Buttitta, Buttitta Bros. Richfield Service, 20055 Vanowen, Canoga Park, Cal.) 
Pom Sie wun | 
10 cHOKNG PLEA 
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GASOLINE 





“My gas gallonage jumped 20% due to Pepsi-Cola sales. And 
putting in a Pepsi case display stand also increased sales of 
tires, batteries and accessories. Best of all, | find 90% of my 
empty bottles are returned...and that means more custom- 
ers are coming back for more Pepsi, more gas, more T.B.A.!” 
Take a tip from Tony. Jack up your gallonage . 

and T.B.A. sales with a Pepsi case display stand! 
Order one today... just call your Pepsi bottler! 


‘PEPSI-COLA’ AND "‘PEPSI"’ ARE TRADEMARKS OF PEPSI-COLA COMPANY, REG. U.S. PAT. OFF. 
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Engineering leadership, trouble-free operation and out- 
standing performance are the major reasons these lead- 
ing petroleum marketers use Red Jacket ‘‘Extracta”’ 
Service Station Pumps. 

Petroleum marketers also like the broad line of Red 
Jacket Petroleum Pumps. There are seven sizes of sub- 
mersible pumps from \% to 5 HP. Five more sizes of 
In-Line pumps from 1 to 5 HP can be used for above 
ground pumping of petroleum products. 


Contact your nearest RED JACKET REPRESENTATIVE for complete information 


Charlotte 9, North Carolina, Jerry Huber, 2503 Westfield Road « Chicago 31, Illinois, E. L. ‘Al’ Marshall, 6695 N. Northwest Highway ¢ Dallas 31, Texas, R. M. “Mac” 
Crowder, 6811 Colfax Drive e Denver 4, Colorado, E. P. ‘Ted’ Muller, 1010 Yuma Street e Des Moines 9, lowa, Ken Henss, 511 S. W. Ninth Street Detroit 27, Michigan, 
Robert B. Cox, 12133 Coyle Ave. ¢ Hamilton, Ohio, C. E. '‘Red’’ Weaver, 4223 Cinci i-Brookville Road « Indi lis 5, Indiana, Gardner Udell, 3820 College Avenuee 
Kansas City, Missouri, R. L. Faubion, Sr., 2525 S. W. Boulevard « Los Angeles, California, A. R. Sedgebeer, 2707 S. Hill Street « Mi lis, Mi ta, E. “Al” Zahi, 
1516 So. 5th Street ¢ New Orleans 17, Louisiana, Joe R. Mooney, 2704 St. Claude Ave., P. O. Box 3294 New York 36, N. Y., Henry D. Fairlie, 15 West 44th Streets Phoenix, 
Arizona, Lee Vaughan, 3111 N. 34th Place « Pittsburgh 32, P yl ja, John F. Young, 235-37 Spahr Street « Portland, Oregon, George Mathews, 325 N. E. 20th Avenuee 
San Francisco 3, California, R. E. Sanderson, 221 11th Street « St. Louis 3, Missouri, E. A. “Ted’’ Downey, 2005 Locust Street « Seattle, Washi Tom B 

2927 First Avenue e Spok Washing Don Buster, North 210 Helena Street 


RED JACKET MANUFACTURING COMPANY 


PETROLEUM EQUIPMENT DIVISION e Box 270, Davenport, lowa 























FOR YOUR NEEDS 














e Button on top of handle 
controls motor 


e Tripping lever for locking 
or releasing arm 


e 180° swing permits deliveries from 
either side; 5 locking positions 


e Adjustable arm extends from 
14% to 23 in.—fits any size reel 


e Removable pulleys make hose replacement 
easy, without removing nozzle 





Fully adjustable hose guide cuts delivery time, lengthens hose life 


More deliveries per hour! Less wear and tear on hose! 
Guided unwinding and level rewinding! You get all these 
—on new or old trucks—with the Philadelphia Valve 
hose guide! Ball-bearing rollers can be removed to per- 
mit replacement of hose and the symmetrical rollers can 
be inverted to double the life of the flange. Arm swings 
out of the way when traveling, locks in any one of five 
positions when in use. Adjustable arm length permits its 
use on any size reel, guides hose around corners of 
truck. Unit weighs only 141% lb., withstands a 500-Ib. pull. 

Rugged construction means long life that virtually 
assures freedom from replacement costs. Control wires 
are fully enclosed to prevent cutting by hose. Write to 
us or your distributor for full details. 


PHILADELPHIA VALVE COMPANY 
ARAMINGO AVENUE AND EAST TIOGA STREET, PHILADELPHIA S34, PA. 


DISTRIBUTORS 


NORTHEASTERN PETROLEUM SERVICE & SUPPLY, INC., 37 BROOKLEY ROAD, JAMAICA PLAIN 30, MASS. « OIL MARKETING EQUIPMENT 
COMPANY, 325 FREMONT STREET, SAN FRANCISCO 5, CALIF. e HOWARD SUPPLY COMPANY. 5125 SANTA FE AVENUE, LOS ANGELES 11, CALIF. 
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COMPLETE TUNG-SOL HEAVY DUTY LINE CREATES 


New Standards for Lighting Dependability 


Heavy Duty performance comes from Tung-Sol Filament Design 


The most durable headlamp filaments ever developed provide the 
extra long life characteristic of Tung-Sol Heavy Duty Headlamps. 


Sturdy twin filaments, Double-anchored fila- High impact-resistant Up t i i 
Long life made of special thori- ment of thoriated wire filament helps to pro- pws p mtn Signaling 
filament ated wireandconnected provides triple average duce service life up to apacity 
in series, deliver up to _ service life. three times ordinary 635 536 537 #4295650 
threetimes moreservice. lamps. Tune-Bet Weary 
Duty Flashers pro- 
Saw vide exceptionally 
~ 631 1166 long life in meeting 
_ Anti-vibration 1157 signaling require- 
fog cap mount ments from two to 


six lamps. 
Welded lead wires 


Now you can provide your fleet accounts with a complete 
line of lamps and flashers designed expressly for the ex- (ts) TU | SO r 
tremely rough service conditions encountered by trucks, off- 5 3 


highway equipment, police, fire, emergency vehicles and HEAVY DUTY 


passenger car fleets. Suggest to your fleet accounts that they 
install this complete line on each vehicle. LAMPS ¢ FLASHERS 
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Keep jobs moving with 
wErmol Big FT Hose 


Whether you’re selling to service stations or fuel oil to homeowners, Thermoid has a com- 
plete line of hose for petroleum service . . . as well as air and hydraulic hose for allied 
applications. Your Thermoid Big T distributor has a complete line in stock for immediate 
delivery. Call on him today for products that have full approval of many of the major oil 
marketers. He also carries a complete line of automotive hydraulic brake parts and fluid, 
brake shoes, fan belts and hose. For more information, write Thermoid Division, Th ar 
200 Whitehead Road, Trenton 6, New Jersey, or phone JUniper 7-3000. hermoi 





HOSE FOR 
TANK TRUCKS 
deliver long service 


QUAPRENE CL TANK TRUCK. Oil-resistant tube QUAFLEX TANK TRUCK. Ideal for heavy duty suc- 
and cover. Especially suitable for use with high tion and discharge service. Wrapped cover with 
speed pumps. Red neoprene cover resists abra- inner reinforcement of rayon braids and spring 
sion and weather. Inner construction of cotton and __ steel wire. Lightweight and easy to handle, yet takes 
wire braid can be reformed to original shape with hard usage. Lengths to 50’ in 144” to 4” sizes. 

a mallet. Withstands 150 Ibs. working pressure. 

In sizes 144" to 4", 
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HOSE FO 350 L.P. GAS. For vapor release lines and loading 
tank cars, domestic tanks, bottles and cylinders. 


Molded cover with heavy braided rayon construc- 
BUTANE-PROPANE tion. Tube resists permeation of volatile gas. 
é a Checked for static conductivity. Non-marking, grey 
neoprene cover. Accepts working pressures to 350 

resists permeation p.s.i. In 25’, 50’ or 500’ lengths; 42” to 1” sizes. 





a TL 
css SD 
wnt It4 RAY / 
SAN RNAS 
TA Yb 4 CLA 


L.P. VAPOR LINE. For vapor release lines and load- 
ing tankcars, domestic tanks, bottles and cylinders. 
Molded cover with rayon braided reinforcement. 
Has oil-resistant tube. Has red, non-marking neo- 
prene cover. Accepts working pressures to 300 
p.s.i. In 25’, 50’, or 500’ lengths; 4” to %" sizes. 


HOSE FOR GAS STATIONS 
with long-wearing qualities 


PETROLINE CURB PUMP. Designed to withstand 
long, hard usage with molded cover and rayon, 
wire-reinforced, carcass. Flexible for ease of han- 
dling. Available in long lengths; 34” to 1” sizes. 


HOSE FOR 
FUEL OIL DELIVERY 
gives top performance 





FUELMASTER FUEL OIL. Highly flexible and kink- 
resistant with a remarkable ease of handling. Avail- 
able with tightly braided high-tensile rayon cords 
in 2- or 3-braid construction. Static wire woven into 
carcass. Lengths to 175’ in 1" to 114" sizes. 


THERMOID DIVISION PORTER H. K. PORTER COMPANY, INC. 


200 WHITEHEAD ROAD, TRENTON 6, NEW JERSEY 





AVA Re le 
The Quality AL Tight Fill 


No. 99SGA 


with the 
“ALL-AROUND” SIGHT GAUGE! 


This valuable safety feature shows from 
every angle the exact status of delivery 


Ever-Tite Tight Fill Systems are better in design — SO they 
are better in performance. 

Smooth full flow elbow without recesses or projections as- 
sures minimum turbulence and substantially speeds delivery, 
which results in reduced costs of delivery of product to 
underground storage tanks. 

Water-tight locking caps are easy to remove from permanent 
adapter on fill pipe. For a completely safe connection, the 
99SGA is then placed on the 97 fill pipe adapter and locked 
by pressing down the push rod. 


A nd remember - 3” 
EVER-TITE is still the leader in 
The 3” EVER-TITE System for Tight Fill still leads all 
others because of ever-increasing demands by more and 
more companies who wish to take advantage of safer and 
faster tight fill deliveries. 


*The Ever-Tite Trademark is a hallmark of dependability in fittings 
for the petroleum industry — proved by 22 years of pre-eminence. 


U, 








wuuunususmMy 
LLL 
UW, 


: 97M Locking Cap with 4" x 4" 97 Adapter 
tD 
i ometasen sd Double Handles Also with other 
Ask your distributor now size threads 


EVER-TITE COUPLING CO. INC., 254 WEST 54TH STREET, NEW YORK 19,N. Y. 
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Ahead of the News 





IN WASHINGTON 


Gasoline Price Probes—Government investigations 
of retail gasoline markets are only the beginning. If 
price disturbances continue on the present scale, say 
observers, investigations will become widespread. The 
price breaks in North and South Carolina produced 
complaints to the Federal Trade Commission, the Jus- 
tice Dept., and Congressmen. The tenor of complaints is 
that little businessmen don’t have a chance and need 
government protection. FTC investigators were dis- 
patched to Charleston, S.C., reportedly to ascertain 
whether facts warranted an all-out probe. 


Forestalling Surprise Ordinances—Look for the oil 
industry to form a liaison group to work closely with 
government planning officials. The object is to keep in- 
formed about codes, ordinances, and planning that af- 
fect marketing installations. By keeping abreast, the 
oil-marketing industry hopes to avert surprises and 
forestall acts detrimental to marketers. The liaison pro- 
gram will be developed by the operations and engineer- 
ing committee the API marketing division and by the 
Committee on Public Affairs. 


AROUND THE COUNTRY 


LPG Mulls ‘One Roof’—Taking a cue from the fuel- 
oil industry, LP-gas may be next to come under “one 
roof.” The Liquefied Petroleum Gas Assn. and the 
National LP-Gas Council have recently been talking 
about coordination, and the “one-roof” idea came up 
at LPGA’s convention last month in Chicago. Whatever 
comes of the idea, some council members are said to be 
determined to keep tight control over promotional ac- 
tivities. Each group is supposed to appoint an eight-man 
committee to get together. 


Next California Standard President—Four men are 
contenders for the presidency of Standard Oil of Cali- 
fornia to succeed T. S. (Ted) Petersen, who will retire 
Oct. 31: T. L. Lenzen (Caloil, South America, S. O. 
British Columbia), Gage Lund (exploration and produc- 
tion), Otto N. Miller (refining and Caltex), and George 
L. Parkhurst (petrochemicals and Aramco)—all di- 
rectors and vice presidents. Bush Street Railbirds see 
— and Miller out in front, with a slight edge to 
Miller. 


Reducing the Spread—A major oil company is con- 
ducting a study to determine whether it should establish 
a single price (ex taxes) at base points throughout its 
marketing area. Increases in the outlying areas would 
be limited to a maximum 2¢ spread from the base 
price. In some outlying areas, the spread now reaches 
12¢. This creates an umbrella for private-branders and 
causes public resentment, the company thinks. 
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NOFI Attack on Subsidies 


National Oil Fuel Institute will fight against sub- 
sidies used by utilities in heating installations. In a 
recent speech, NOFI president Glenn Werly said 
these subsidies “represent a form of competition 
which the small independent heating-oil dealer 
cannot meet.” They range from $50 to more than 
$300, said Werly. Minimum subsidy, he said, rep- 
resents more than entire dealer gross profit. If 
continued and expanded, “these tactics will result 
in the liquidation or forced sale of hundreds of 
heating-oil dealers.” Werly hopes the gas utilities 
will adjust their programs accordingly and not 
“use their monopoly position” to the detriment of 
small businessmen. 











New Conversion Campaign—An East Coast supplier- 
marketer of heating oil is making tests to see just 
what can be done about getting a large-scale gas-to-oil 
heat conversion program going among its many divi- 
sions. If it comes off, it would work much like Meenan 
Oil’s campaign in Levittown, N. J. (NPN—Dec. ’60, 
p 92.). 


Conoco Acquisition Contested—Continental Oil Co.’s 
acquisition of Malco Refineries Inc. of Roswell, N. M., 
in 1959 is under fire by the Justice Dept. The depart- 
ment has filed an antitrust suit asking that Continental 
set up Malco as an independent company. The govern- 
ment alleges that purchase of Malco gave Conoco more 
than 20% of total gasoline sales in New Mexico and 
about 53% of the state’s refining capacity. L. F. 
McCollum, Conoco president, said: “We are certain that 
the Continental-Malco transaction was completely 
lawful and is not in violation of antitrust laws, and 
will not decrease but tend to increase competition in 
the growing New Mexico area.” 


Shell Consolidation—Shell Oil is completing another 
phase of marketing reorganization that started with the 
merging of the Portland (Ore.) division into Seattle last 
year. Since then the Sacramento (Calif.), Albany, 
Indianapolis, and Minneapolis divisions have been eli- 
minated, leaving 13 divisions. In streamlining the organ- 
ization, Shell has also set up data-processing centers, 
such as the one in Menlo Park, Calif., which now 
serves the whole West Coast. 


More Ahead of the News 
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Ahead of the News 


Differential War Spreading?—Sun Oil’s nine-grade 
blending pump, dispensing two grades of gasoline below 
regular, may next appear in the Detroit area, marketers 
there report. Sun’s two subregular grades, priced 2¢ 
and 1¢ gal. respectively below regular, meet most 
private-branders on the nose. When Sun introduced the 
plan in Charlotte, N. C., last month, prices skidded 
about 10¢ gal., and the outcome was in doubt (see page 
86). 





More Area Pricing—Still another form of gasoline 
area pricing is now in effect. Continental Oil Co. has in- 
troduced its version in Colorado, dividing the state into 
four areas, eliminating all temporary allowances, and re- 
ducing tank-wagon prices. Effective last month, dealer 
tank-wagon cuts ranged from 0.2¢ to 2.5¢ gal.; con- 
sumer tank-wagon level was 1¢ higher. Conoco’s is at 
least the seventh area-pricing plan introduced since 
Mobil rejuvenated the concept in October, 1959. (For 
a rundown on how area-pricing systems work and where 
they’re being used, see NPN FacTBooK, mid-May 
1961-62, p170.) 


+ 
Texas Taxes—Texas marketers may escape additional 
state gasoline taxes this year. Lawmakers have been 
considering a general retail sales tax, which would not 
affect gasoline, or an employer’s tax. Gov. Price Daniel 
would like to see gasoline tax raised, but not unless 
federal tax is reduced, he has said. 


Limit on Commercials-——Gulf Oil Corp.’s threat to 
stop advertising on any television station using three 
consecutive commercials before or after a Gulf-spon- 
sored program may play an important part in the 
drawing of future sponsor contracts. But any trend- 
setting effects may not become apparent for at least a 
year, because most contracts for the 1961-62 season 
have already been signed. Gulf believes that more than 
two commercials at a time dilutes their effectiveness 
and alienates viewers. It insisted on the triple-spotting 
ban in its latest contract with NBC for sponsorship of 
“Here and Now,” a half-hour network news program 
to be shown next season. 


Another of Gulf’s advertising policies is attracting 
attention. It paid off when Astronaut Alan Shepard 
rode aloft on America’s first manned space flight. 
Gulf grabbed nearly half of the daytime network view- 
ing audience for the astronaut’s triumphant entry into 
Washington through pre-arranged sponsorship of what 
Gulf calls “instant news.” (NPN—Jan. p. 72). 


More Bowser Computers—Remote-reading comput- 
ers (NPN—May p71) will soon appear at other installa- 
tions. A Shell station in Indianapolis will have the 
Bowser computers at eight fueling points, a Standard 
of California station in San Francisco has them at 
four fueling points, a Phillips jobber in Florida plans to 
use them in a new station, and a Texas private-brander 
has plans to use them with a remote inventory-control 
feature. 
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SIGMA Differential—It’s doubtful that big private- 
branders will accept, on a broad basis, the 1¢ differen- 
tial being tested in California. During three days of 
closed-door sesions of SIGMA (Society of Independent 
Gasoline Marketers of America) at Miami Beach, 
members reportedly split into at least four factions over 
the issue of differential between major- and private- 
branders. Some favor California’s 1¢ differential. Some 
militantly insist on a traditional 2¢ spread. Some 
assume a posture of compromise. Some opt for a float- 
ing differential. No official stand was announced. “We'll 
fight for 2¢ until we’re bled white,” said a national 
private-brander. “This price mess shows the need for 
marketing divorcement.” (For a report on the differen- 
tial/dual-brand situation, see page 81.) 
« 

Motor-Oil Drive—Oil marketers will be watching 
with considerable interest Esso’s new motor-oil pro- 
motion plan starting this month. Said to be the first 
incentive program applicable to a dealer’s employes, 
the plan permits the dealer’s driveway salesmen to 
earn extra rewards (in merchandise) under a point sys- 
tem tied to motor-oil sales during the next four months. 


* 
What About 1962?—‘“Stay flexible,” says a New 
York business analyst, in estimating how long the 
present upswing will last. Profits will move ahead gen- 
erally, but is a boom coming? Probably not, says the 
analyst. A more reasonable and realistic expectation is 


for recovery in 1961 and moderate growth in 1962. No 
reverse is expected, however. 


Electric Heat Thrives in Maine—Maine may be the 
next state in which refiners and heating-oil jobbers set 
up a cooperative oil-heat promotion campaign. Maine 
Oil & Heating Equipment Dealers Assn. claims funds 
to promote oil heat are needed to combat electric heat. 
More than 200 houses in the state are now heated 
electrically and Central Maine Power Co., Augusta, is 
actively promoting the fuel. 

* 
More Atlas Outlets—California Oil Co., Perth Am- 
boy, N.J., will soon begin marketing the Atlas TBA 
line through its Chevron stations in the East. California 
thus becomes the third Atlas-TBA marketer in that 
area, competing with American, which switched six 
months ago, and Esso Standard, which has been han- 
dling the Atlas TBA line since it was introduced 30 
years ago. 


IN DETROIT 


Gas-Turbine Market Coming — A mass market for 
gas-turbine engines should develop in the latter part 
of the 1960s, some investment analysts say. Although 
certain technical problems are yet to be worked out, 
sales of about $400-million to $500-million in gas 
turbines are expectable. Top potential markets are 
commercial trucking, heavy-construction equipment, 
power generation. 
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Trends to Watch 


Jobbers are more concerned about marketing conditions throughout the country 
than they’ve been any time since the 1953-55 period, whe the commercial account 
market fell apart. 

This deep concern was reflected in the somber mood of the midyear convention 
of the National Oil Jobbers Council. The mood was set the first day by two 
reports that crystallized the worries, complaints, fears, and annoyances of some 
250 jobbers who gathered at Miami Beach—one by E. K. Bennett, president, and 
the other by Otis Ellis, general counsel. Bennett’s remarks were considered 
highly significant because he is a moderate man whose utterances are usually 
marked by considerable restraint. He’s not an alarmist. 

e@ Bennett emphasized these points: 

e “Jobbers are becoming increasingly concerned about dwindling profits.” 

e@ Suppliers are “somewhat like the man who is bordering on alcoholism. 
He knows what his problems are. He knows what he can do and must do to 
solve them. He knows that if he does not act to save himself he will inevitably 
be destroyed. And yet he lacks the will power . . . to do the things . . . to avoid 
disaster.” 

@ He asked for “a realistic price” for jobbers, enabling jobbers to serve 
consumers “at a reasonable profit.” 

e@ “One of the greatest deterrents to further government regulation of the oil 
industry is a strong independent jobber and dealer segment.” 

Otis Ellis accused suppliers of “using every conceivable device and pricing 
scheme possible to improve their own netback at the expense of the jobber’s 
margin.” In his bill of particulars, Ellis said the commercial-account business 
is getting worse, co-op competition is getting worse, some suppliers are threatening 
to reduce margins, and the oil imports situation is a “clobbered” mess. 





Supplier reaction was mixed. Said one executive, “I see ol’ Otis is giving us 
hell again. I don’t think we could ever do anything that would please him.” Said 
another, “We deserve it. Maybe this will wake up some of the top guys who 
could do something about it.” 


—NPN— 


Many suppliers are becoming squeamish about talking with one another, even 
being seen in one another’s company. They are apprehensive that onlookers may 
read collusive action into a casual conversation, that federal-agency representatives 
may think they detect some wrongdoing. 

This nervousness is the result of several things. The crackdown attitude of the 
FTC and Justice Dept. has placed many marketers on the defensive, causing them 
to feel that Washington is watching for a misstep. The verdicts against General 
Electric and Westinghouse have added to the uneasiness, not because of any 
feeling of guilt, but because of concern that similar prices, a historic marketplace 
condition, may be handled in the spirit of identical bidding. The South Bend, Sun, 
and Pure cases make for more jitters. 

One major reportedly requires its employes to sign a “loyalty oath” that they 
will not talk to any competitor. Another has advised its sales representatives not 
to be seen in the company of other company salesmen. At a New York cocktail 
party, a marketing vice president started to greet a career-long acquaintance, 
from another company, who was talking with a newsman. When he heard them 
mention a price mess in Chicago, he veered away. 

At the API marketing-division meeting in Miami Beach, two major-company 
executives and their lawyers were on the verge of walking out of a committee 
session when Indiana Standard marketing vice president Dwight Benton, in a 
public statement, said he thought “local price-cutting should be met only locally 
rather than on any wide-area basis.” They thought it risky, and said they 
wouldn’t have attended had they known the subject would come up. 

It used to be that marketers, having grown up in the business together, frequently 
hobnobbed and traded news, gossip, and lies. Are those days past? 
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Your Personal Business 


Want to speed away those winter cobwebs and recession nerves? Try chartering a 
yacht for that vacation. There’s a boat to suit any taste or purse—an ocean-going 
diesel yacht with luxurious staterooms, a cabin cruiser that sleeps two, a tiny 
sailing vessel the adventurous can manage single-handed, or a tall-masted “wind- 
jammer” with an experienced crew ready to take you around the world. 

Here’s what a cruising holiday offers and how to go about it. 

Whatever type of vessel you choose, most offer instruction, equipment, or 
both, for swimming, skin-diving, water-skiing, fishing of all types, and other under- 
sea and surface activities. With a little checking you can match your trip perfectly to 
your tastes. 

You'll also have great mobility. The yacht can be anchored at an interesting 
port of call and used as a floating hotel, or moved at will if the visit fails to come 
up to expectations. 

Types of charter. You can either rent a boat that you plan to sail and provision 
yourself, or charter one with crew and supplies already aboard. There’s also the 
“shared charter” in which you join other paying passengers on a planned cruise 
under power or sail. 

Which is for you? Unless you are a seasoned sailor, the manned charter boat is 
probably best. Trained crews will be on hand to worry about boat handling, safety 
at sea, and navigation. Usually, they are also excellent guides when shore expedi- 
tions are made at exciting ports of call. If you want a sailing vessel or plan deep- 
water distance cruising, a professional crew is usually a “must.” The experienced 
amateur sailor, or the oil man planning offshore cruising in an easily handled power 
boat, can probably dispense with crew services. 

Where to go. In the East, the Caribbean is still the most popular. The Bahamas, 
in particular, are strongely recommended. Weighing anchor on the Pacific Coast, 
you'll find sun-kissed Tahiti is marked on the charts of many private craft this year. 
The Gulf of Mexico also offers interesting possibilities. But most travel agents and 
charter companies will be happy to chart an itinerary for you. 

Shared charters offer a variety of planned cruises. The 96-foot Brigantine 
“Yankee” (Windjammer Cruises, Miami Beach) sets sail for an around-the-world 
cruise this summer, visiting the South Seas, the Orient, Africa, and around the 
“Horn” on the way to South America and the West Indies. The same company 
also offers a Caribbean schooner cruise lasting 10 days at $150 a head. 

How to find charter companies, Dozens are listed in any good yachting magazine 
and even in many classified telephone directories. Failing that, try your travel agent. 

Cost. A cabin cruiser that sleeps four to six persons can be had for less than 
$200 a week—less than a hotel for the same number of people. Food and fuel 
would be extra. For little more than it would cost for full fare at a hotel, you can 
hire a bigger cruiser with a small crew—often a man-and-wife team—to sail the boat 
and serve all meals. 

Ocean charters cost up to several thousand dollars a head. One large “wind- 
jammer” leaving soon for a 25,000-mile cruise of the South Seas expects every 
passenger to work his passage in addition to paying $4,000. But no previous sailing 
experience is necessary. 





—NPN- 


Suggested Reading: If proof is needed that “rags to riches” is still possible 
in this age of taxes and competition, it can be found in a new book by the editors 
of the Wall Street Journal. Entitled “The New Millionaires and How They Made 
Their Fortunes,” the book tells in revealing detail how 13 men and a woman, 
starting from scratch in different fields, each made a million dollars or more during 
the last 15 years. 
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With profits being squeezed, savings in refining costs, for example, are being actively pursued. 
That’s why many oil companies are investigating TETRAMIX* antiknock compound — the new anti- 
knock that, in many fuels, gives desired octane numbers at lower cost than is possible with TEL or 
TML. Helping you get such results is another practical advantage of doing business with DuPont. 
E. |. duPont de Nemours & Co. (Inc.), Petroleum Chemicals Division, Wilmington 98, Delaware. 


*Trademark 


LEAD ANTIKNOCK COMPOUNDS and other PETROLEUM ADDITIVES 
Better Things for Better Living thro 


ough Chemistry 





VLBA E FRE. 


00.00 0 


DIRECT-READING 

NO CHANGE-GEARS 

NO SHEAR PINS OR WASHERS 
REQUIRES NO LUBRICATION 
UNAFFECTED BY TEMPERATURE 
INFINITE ADJUSTMENT SELECTION 


No other meter even 





Driven Shaft 








Direct Adjustment 
Reading—in % 


— 





Direct Adjustment Read- 
ing—in 1/50 of 1% 











Locking Clamp 





Finger Grip for 
Adjustment Rotation 


LC ACCURACY ADJUSTER 
Fully Enclosed. 
Patented. 





Driving Shaft 


comes close 


to LC ADJUSTMENT SIMPLICITY 


All meters have slippage. So, each must include a 
means of adjustment to compensate for differing fluid 
viscosities. Users of LC Meters make such adjust- 
ments with predetermined accuracy merely by turning 
the Accuracy Adjuster to the exact needed percentage 
of faster or slower counter drive shaft rotation. 

This ingenious and convenient Adjuster provides 
up to 5% compensation for initial meter calibration, 
is visibly calibrated in 1/50 of 1% over the full range, 
and can be set at any fraction thereof. Instead of the 
usual step-up drive, the LC has a 4:1 step-down drive 
for less load on mechanism, and—should the counter 


jam—the Adjuster instantly protects itself, resuming 
operation automatically when the obstruction is re- 
moved. There is nothing to replace, nothing to reset, 
yet torque transmitted exceeds that possible with 
conventional shear pins or washers. 

The LC Adjuster is typical of the many unique and 
superior features that make this new kind of meter 
so compact, accurate, dependable, and durable. Ask 
your LC Distributor for full information and a proof-of- 
performance demonstration, or write us and we'll 
follow through. Sales have more than doubled in each 
of the past three years. This Adjuster is one reason. 





]|® 


LIQUID 


ONLY THREE MOVING METERING PARTS 
LC brings new simplicity to every phase of meter 
design, and combines short total seal length with 
low pressure loss (only 2 psi, max.) for sustained 
accuracy down to 5% of rating. True rotary type. 
Positive displacement. No oscillating or recipro- 


CONTROLS 


SHIPPED FROM STOCK 
—100 gpm, 200 gpm, 350 gpm, and 600 gpm sizes. 


See how really good meters can be— 
“if you can pump it, we'll meter it” 


LIQUID CONTROLS CORPORATION 
Commonwealth Avenue, North Chicago, Illinois 
Phone: DExter 6-8070 





cating parts. No metal-to-metal contact. 
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Revere 9900 Series Area-Lite attracts customers, 
makes it easy for attendants to service cars. 


Single pole top 


fitter eleilktiel oli: 


Adjustment features and variety of fittings 
make many mounting arrangements possible. 


Versatile, rugged new Revere 9900 Series Area-Lite 
features striking wrap-around design, provides high-level light 


Efficient lighting—The Revere 9900 Series Area-Lite 
is available in four-lamp or six-lamp models each for 
96” or 72” HO, VHO, SHO or Power Groove lamps. 
Its highly efficient design assures maximum light 
level and efficient distribution. An outstanding fea- 
ture is the “wrap-around” design — the diffuser 
surface is evenly lighted over its entire area. There’s 
no center shadow as in other luminaires where the 
light source is “split down the middle.” 


Versatile mounting arrangement—Design of the 9900 
Series Area-Lite in end-mounting or center-mount- 
ing luminaire styles, together with the choice of 
brackets and pole top fitters makes possible many 
mounting arrangements. Center-mounting 9900 
Series Area-Lites are particularly suitable for use 
as high mounting floodlights ioe servion station 


entrances, perimeter or service areas. End-mounting 
units in single, twin, or triple arrangements make 
strikingly attractive island lighters, and are equally 
suitable for lighting approaches and service areas. 

All end-mounting arrangements (except with “Y” 
bracket, fixed at 15°) permit adjustment of angle, 
tilt and rotation. Poles offered include both heavy 
duty and extra heavy duty tapered square rigid poles 
in 12, 14, or 16-foot heights. 


Rugged, easy to install—9900 Series Area-Lites fea- 
ture premium construction, with extensive use of 
extrusions and die castings. A 29-inch length of 
standard 2-inch pipe runs through the reinforced 
steel center structure for utmost strength. Pole-top 
fitters have a wiring chamber, making installation 
quick and easy. Area-Lite is UL listed. 


For complete information, write for 9900 Series Area-Lite bulletin. 


OUTDOOR LIGHTING 


Revere Electric Mfg. Co. 


e 7420 Lehigh Avenue e Chicago 48, Illinois (In suburban Niles) 


Long Distance Phone: Niles 7-6060 ¢ Chicago Phone: SPring 4-1200 © Telegrams: WUX Niles 





ON TV FOR Sinefar 


Sinclair 
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“THE LAWRENCE WELK SHOW" 


Score another run for Sinclair Distributors, Marketers and Dealers! Sinclair Refining Company will 
sponsor the top-rated “Lawrence Welk Show” starting Saturday, June 24, 9 to 10 P.M., EDT, over the 
ABC-TV network, and continuing right on through September. This follows Sinclair sponsorship of 
“The Red Skelton Show.” 


Yes, right through the peak summer season, Lawrence Welk and his “Champagne Music Makers” 
will be selling a great new name in gasoline, Sinclair Dino, and other famous Sinclair products. 


Aggressive advertising is just one of the reasons why it will pay you 
to investigate the advantages of handling Sinclair products. For the 
many other reasons, ask your Sinclair Representative, or write Sinclair 
Refining Company, Manager of Distributor Sales, 600 Fifth Avenue, 


New York 20, New York. 
GASOLINE / , 
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EDITORIAL 


A Little More Government 





HE EXPENSE-ACCOUNT restrictions 

recently proposed by the Kennedy Admin- 
istration have some good points, and some bad, 
as far as oil marketing goes. 

Few will quarrel with the objective of trying 
to eliminate abuses. 

From oil marketing’s standpoint, the indus- 
try itself began putting its foot down on abuses 
some time ago by clamping down on loose ex- 
pense accounts. Most companies have restricted 
travel severely and cut down representation at 
meetings. 

In some companies, an austerity atmosphere 
prevails. To many marketers in those compa- 
nies, Kennedy’s downhold would seem liberal: 


The Importance 


e An allowance of up to $30 a day as de- 
ductible expense on a business trip. 

e A daily expenditure of “somewhere” 
between $4 and $7 per individual entertained 
for business purposes. 


e@ No allowance for luxury entertainment 
and a $10 limit on business gifts. 


There are times, however, when exceptions 
may be in order. The government, though, 
would penalize companies for these exceptions. 

The spirit of this plan is to pull companies 
and individuals down to a single level in the 
name of morality. It has the more ulterior effect 
of extending government interference in busi- 
ness. 


of Oil Marketing 





WO EVENTS on a single day last month 
provided further evidence of the impor- 
tance of the oil marketer and marketing. 


Fifteen dealers and their wives were honored 
as Brand Names Foundation award-winners at 
a special luncheon sponsored by the American 
Petroleum Institute. What’s significant about 
the affair was the turnout of top brass. Both 
M. J. Rathbone, president of Jersey Standard 
and API board chairman, and Frank Porter, 
API president, sat with dealers and were main 
speakers. Numerous marketing VPs were pre- 
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sent. This is another example of the ever-grow- 
ing recognition of the dealer’s importance. 

That night, a farewell party honored Dwight 
Colley, who retired as marketing vice president 
for Atlantic Refining and who was instrumental 
in getting the API service-station committee 
established. Among associates and competitors 
attending as friends was Frank Porter, API 
president, who made his career as an independ- 
ent producer. 

It’s an example of a better relationship be- 
tween marketing and other segments. 








You build more sales with signs of PLEXIGLAS 


Nowhere is dramatic, eye-catching trademark repro- 
duction more important than at the service station 
itself. Here, all advertising and promotional effort 
comes to a head at the point of sale. Here, signs must 
stand out brilliantly to meet today’s competition— 
to catch the attention of people on the move. 


That’s why oil companies use PLEXIGLAS® acrylic 
plastic for signs, wall letters, facades, island lighting 
—and are constantly developing new uses—at service 
stations. Colorful and legible by day, PLEXIGLAS 
signs are completely luminous from internal lighting 
at night. Trademarks are accurately reproduced. 
What’s more, PLEXIGLAS is strong, rigid . . . has 
time-proved weather-resistance and keeps sign main- 
tenance costs low. 


yLearn how PLEXIGLAS can build more sales for you. 


We will be glad to send you our full color brochure, 
‘“PLEXIGLAS for Signs” and arrange a showing of 
our 20-minute color film, ‘The Sign of PLEXIGLAS’’. 


HAAS & 


PHILADELPHIA S, PA. 


In Canada: Rohm & Haas Company of Canada, Ltd., West Hill, Ontario 


PLEXIGLAS 
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Wanted: Answers to These Questions 


Is the 2¢ differential a thing of the past? What's going to happen 
to differentials? And what about the majors’ ‘secondary’ brands? 


HESE ARE THE HOTTEST questions in gasoline 

marketing right now. They’re being fought out 
in price markets from coast to coast. There’s scant 
chance of peace until they’re settled. 

And opinions are strongly held. 

Is the 2¢ differential a thing of the past? Yes, 
say a number of top executives of major companies. 
They contend the independents have many of the 
majors’ advantages now, and are increasing their 
market share at the majors’ expense. This can’t 
continue, they say — differentials must be tight- 
ened. On the other hand, most independents aren’t 
ready to give up their traditional spread without 
a fight. In many markets, they’re fighting now. 

What’s the future of the differential? Some ma- 
jor men believe it will shrink to 1¢, in some cases 
to less. Others think the picture may become flex- 
ible, with differentials varying from area to area. 
Some feel a multiprice structure may be the upshot. 
And a good slice of the independent segment be- 
lieves it can protect the status quo. 

How about the majors’ so-called “secondary 
brands”—otherwise known as dual brands, “con- 
cubines” “lap dogs,” or “second-string companies.” 
Some majors that have them believe they’re a com- 
petitive necessity to protect volume. Many believe 
they legitimately serve a distinct price-buyer’s mar- 
ket. Other majors believe the secondary brands are 
unethical. So do most independents, who accuse 
dual-branding majors of walking both sides of the 
street. 


The questions of differentials and dual brands 
are interrelated. Dual-branding has increased great- 
ly in the last two or three years to a point where 
it is a disruptive factor in figuring logical differ- 
entials. Non-dual-branding majors won’t usually 
concede 2¢ to another major’s secondary brand. 
Authentic independents won’t usually stay even 
with a secondary brand at only 1¢ below the ma- 
jors. Something has to give, and it’s usually the 
price structure. 

A spectacular instance of this occurred in Cali- 
fornia in late winter and spring. The West Coast 
is about evenly divided between majors that dual- 
brand (Standard of California, Union, Tidewater, 
Richfield) and majors that don’t (Shell, Mobil, Tex- 
aco). In addition, two of the biggest area inde- 
pendents, Wilshire and Douglas, are owned by ma- 
jors operating outside the West Coast (Gulf and 
Continental, respectively). 
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This volatile combination of elements led to an 
explosive price war that began in mid-February, 
showed signs of clearing up in May, but continued 
uncertain. Majors and independents rapidly chased 
each other down to cost levels and stayed there. 
Only when independents generally accepted a 1¢ 
differential did prices get back to the vicinity of 
normal. 

With the same elements in play, many mar- 
keters can see the same thing happening in other 
areas. It happened first in the West, they say, be- 
cause dual-branding had developed further there 
and had affected the position of non-dual-branding 
majors. But the trend may be inevitable, they say 


(Continued ) 





Needed: New Marketing 


Vocabulary 


INCREASING SIMILARITIES between 
majors and independents have blurred divid- 
ing lines and confused marketing termin- 
ology. Here’s a working glossary of terms 
used in this report: 

Major—A large oil company, usually in- 
tegrated, with extensive national or regional 
distribution and advertising under a well- 
known brand. 

Independent—Any oil company not 
generally recognized as a major. 

Semimajor—An integrated or partially 
integrated oil company with regional repre- 
sentation. Examples: Anderson-Prichard, 
Champlin, Derby, Petrofina, Vickers. 

Secondary brand—A_ so-called inde- 
pendent owned or partially owned by a 
major company and distributed as a second 
line. Also called dual brands, concubines, 
lap dogs. Examples: Wilshire (owned by 
Gulf), Douglas (Continental), Signal (Stand- 
ard of California), Seaside (Tidewater), Rio 
Grande and Rocket (Richfield), Sun Flash 
and Arizona (Humble), Paraland (Phillips). 

Private-Brander—A “pure” or “authentic” 
independent not owned or partially owned 
by a major company, marketing either on a 
local or regional basis, usually at a price 
below that posted by major stations. Ex- 
amples: Hudson, Billups, Site, Saveway, 
Knox, Urich. 














(Begins on page 81) 

As evidence, they cite the Carolinas, where 
violent price warfare erupted early in May. The 
cause is conceded to be Sun Oil’s introduction of 
its new nine-grade blending pump, including grades 
1¢ and 2¢ below major levels for regular. Sun’s 
attempt to price its major-brand product competi- 
tively with independents met immediate opposition 
from area majors and independents alike. Dealer 
tank-wagon prices were driven as low as 4.5 gal. 
within two weeks. Essentially, the problem at issue 
was the basic question of dual-branding: Can a 
major play both sides of the street? The difference 
lay in Sun’s attempt to do so under a single brand 
(see page 86). 

This kind of conflict in pricing philosophy is 
behind much of the price-warring that racked U.S. 
markets all spring (one price experts notes that 
April was the worst in his 39 years in the industry, 
because price wars were so wide and so deep). 


The Differential Question 


The California market is probably the best indi- 
cator of what may happen to differentials. Mar- 
keters will be watching it in coming weeks to see 
if the current 1¢ structure will hold. 


General feeling is that if it does, there can be 
stability in the market. If the independents—par- 
ticularly the secondaries—try to drop to 2¢ again, 
the market will be brought down once more. Most 
area marketers feel that Wilshire holds the key. 
If this big Gulf-owned company stays at 1¢ below 
major levels, they say, independents may too. 

In other parts of the country, pressures are 
seemingly building up for a 1¢ differential. But 
most independents aren’t ready to accept it. At 
last month’s meeting of the Society of Independent 
Gasoline Marketers of America (SIGMA) in Miami, 
the 1¢ spread was a recurrent topic. The upshot, 
however, was a statement by SIGMA president 
A. Monroe Blakely that “there has been no change 
on the part of SIGMA members toward the tradi- 
tional differential that has long existed. I believe 
that differences in cost of sales justify such a dif- 
ferential today as in the past.” 

Nevertheless, many major men now feel that 
because strong private-branders have good outlets, 
good service, good advertising, and credit cards, 
there’s no reason why they should have any price 
advantage. In traditional “high-tank-wagon areas,” 
where independents have flourished most, some 
majors have moved to institute a new and lower 
tank-wagon level, to compete more effectively with 
independents. Shell Oil led such a move in Chi- 
cago and Detroit late last winter (NPN—March 
p95) and instituted a new “normal” pricing plan 
on the West Coast in mid-May. The West Coast 
plan called for cuts of 2¢-3¢ gal. from previous 
“normal” tank-wagon prices in effect since early 
1957. 

Shell’s new tank-wagon level was viewed by 
some marketers as an assault on California Stand- 


ard’s traditional tank-wagon level, which some 
claim is “fictitious,” that is, unrealistically high. 

In the East and Midwest, marketers expected 
further fireworks from Sun Oil and its new nine- 
grade pump. Sun’s avowed aim is to narrow the 
private-brand differential (NPN—May ’°58, p82). 


Dual-Brand Question 


There’s a strong conflict of viewpoints now over 
the secondary or “concubine” lines. One view is 
that they compete with private brands for a share 
of the price market. The argument is that the gas- 
oline market is split between a brand-conscious 
segment and a price-conscious segment, and that 
the two are separate. The other view is that sec- 
ondary brands are a transparent dodge not to be 
tolerated. 

Dual-branding came to a head with a number of 
big acquisitions in recent years. About eight ma- 
jors now have secondary lines, and the number 
may be increased in coming months. Marketers 
who think so contend that majors with secondary 
lines are getting more volume while majors with- 
out them are getting less, thus pointing up a trend. 
On the other hand, some marketers feel the trend 
may have run its course, pointing out Humble Oil 
& Refining’s integration of secondary brands under 
the “Enco” flag (NPN-—May p76). 

The vice president of a dual-branding major on 
the West Coast says the purpose of his company’s 
secondary line is to compete with private-branders, 
without requiring the company to reduce its major- 
brand prices. This is what Shell, Mobil, and Tex- 
aco have to do, he says, cutting into their realiza- 
tions. 

Another top West Coast marketer sees two dis- 
tinct markets, brand-conscious and price-conscious, 
but he contends there should be a quality differ- 
ential as well as a price differential. This is diffi- 
cult because of distribution, he observes. How- 
ever, he feels it is a mistake for major suppliers 
to sell top premium to independents. 

A West Coast independent says the secondaries 
there now handle some 10%-15% of their sup- 
pliers’ volume. 


What's the Outlook? 


Answers to questions of differentials may have 
to be battled out in the marketplace. That could 
mean survival of the fittest. At the same time, it’s 
possible that the logic of certain positions could be 
persuasive enough to avoid all-out bloodshed over 
these questions. 

A lot depends on what happens to differentials. 
If the 1¢ structure sticks in California, there may 
be a strong effort to effect it in the Midwest and 
Southwest. A complicating factor in these areas is 
the presence of the so-called semimajors—small 
integrated companies or refiner-marketers who now 
price 1¢ below the majors, and who don’t want to 
be forced to major levels by a 1¢ spread between 
majors and private-brand marketers. 
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If a 1¢ differential eventually prevails, many 
marketers believe it would mean the end of most 
of the majors’ secondary brands. Their economic 
justification would be largely removed, these mar- 
keters feel, and the majors would integrate them 
into branded status (thus gaining advantages of 
national advertising, credit-card tie-ins, and brand 
identification). 

If the 1¢ differential doesn’t make it, it could 
mean a long period of market chaos, many believe, 
because of continued conflict of values and blurred 
lines of demarcation between majors and independ- 
ents. Or a spotty, flexible picture might develop, 
varying with the markets in question. 

Some marketers hold out for a three-price struc- 
ture, with secondary-line brands in the middle. But 
as one independent remarks, “Experience shows 
the guy in the middle always gets killed.” 

Still another possibility might be a multiprice 
structure. This was outlined last month by Harry 
S. Read,’ executive director of SIGMA. Talking 
before the Louisiana Oil Marketers Assn., Read 
pondered a six-level structure starting with the 
“sandlotter, or skid station,” and moving up 
through independents without premiums, independ- 
ents with premiums, major dealers without pre- 
miums, major dealers with premiums, and major- 
brand neighborhood stations with extensive service 
and repeat business. Read doesn’t believe majors 
can act like independents. “Too many marketers 
want to walk in the independents’ shoes,” he says. 

Are any of these marketing problems close to 
solution? Despite the disparity in viewpoints, some 
marketers think they may be. Says one marketing 
vice president, “It’s always darkest just before 
dawn, and it’s pretty dark now.” He hopes mar- 
kets will be looking better in two or three weeks’ 
time. 





‘Petroleum Week’ Ends 


Petroleum Week, a sister McGraw-Hill pub- 
lication to NPN, was discontinued last month 
because it failed to become a commercially 
successful magazine. After nearly six years, it 
was still a deficit operation. The final issue was 
published May 5. 


a 

Three Petroleum Week men join NPN. Ken- 
neth Peterson comes to NPN as an assistant 
editor. Ed Callahan becomes NPN’s district 
sales representative in Chicago, replacing Ray 
Kelly. Callahan is a veteran in oil marketing, 
having worked for Shell, Macmillan Petroleum, 
and in TBA. Don Hanson will represent NPN 
in the Southwest, based in Houston. Don, too, 
knows the oil industry, having worked for 
Oil and Gas Journal before joining Petroleum 
Week. 
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General 


TBA Peace Ahead? 


Here's how Mobil Oil is helping, 
and what other companies think 


CONCILIATORY MOVES by both oil companies 
and automotive-accessory wholesalers may soon 
make the TBA dispute a dead issue, says Vernon 
A. Bellman, Mobil’s marketing vice president. 

A great deal of progress resulted from a meet- 
ing between Mobil and Automotive Service In- 
dustries Assn. (ASIA), Bellman told a meeting of 
the North Carolina Oil Jobbers Assn. last month 
at Pinehurst, N. C. 

He said Mobil again made clear that its dealers 
are free to buy TBA from any source they choose. 


Mobil offered to accept collect telephone calls 
from any independent automotive-accessory whole- 
saler who wants to complain about any specific 
violation of Mobil’s policy. This offer “adds weight 
to the sincerity and realism of our dealer policy,” 
Bellman said. 


What Mobil’s Doing 


He credited ASIA’s action last February in 
adopting a conciliatory program aimed at settling 
differences with oil companies through conferences. 

Bellman claimed ASIA’s new attitude was 
brought about at least partially by Mobil’s ad- 
vertisement in retailer newspaper proclaiming the 
company’s TBA-dealer policy. 

“Because of our advertising, the clouded at- 
mosphere was at least partially cleared,” he said. 
“We at Mobil were happy to have had a hand 
in breaking down the barriers of misunderstanding 
and suspicion. We only hope they stay down. We 
think that this is an important issue which all oil 
marketers should be concerned with.” 


What Other Companies Think 


Most other oil companies reacted favorably to 
Bellman’s speech, and some indicated they planned 
steps in support of their own policies. 

Esso Standard recently circulated a statement to 
its sales organization repeating that Esso dealers 
are free to buy TBA wherever they want. Com- 
pany spokesmen said the company feels no further 
action is needed. 

A TBA manager says: “I think Bellman is right, 
and I think Mobil took a giant step forward in 
its dealer-TBA policy. Within the past month 
we've issued to our own organization a somewhat 
similar statement of policy.” 


Tidewater says: “Tidewater has a strong com- 
pany policy regarding dealer-TBA independence 
which has recently been reviewed and re-em- 
phasized throughout the company. Plans have been 
formulated to publish the policy to make all con- 
cerned fully aware of Tidewater’s position.” 

(Continued ) 
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(Begins on page 83) 

Sun Oil Co. recently advertised in a retailer 
newspaper that Sun dealers are free to buy where 
they please. In addition, Willard W. Wright, senior 
vice president of Sun, speaking as chairman of 
American Petroleum Institute’s service-station 
advisory committee, urged other oil companies to 
advertise their TBA policies. 

A. E. Haenggi, TBA manager for Cities Service, 
says his company is occupied with coordinating 
its countrywide organization and has not “gotten 
around yet to giving . . . any thought” to the TBA 
situation. 

The advertising manager of a major company 
suggests that something more could be done. 
“Mobil has done an excellent job,” he says, “but 
we ought to give some examples of where we have 
stopped specific policy violations by management 
action.” 


Minimum-Wage Law 


Most jobbers will have to pay 
minimum wage to employes now 


MOST JOBBERS’ EMPLOYES and 86,000 ser- 
vice-station employes will be covered by the nation’s 
new minimum-wage law when it goes into effect 
Sept. 5. 

The bill raises the minimum wage from $1 to 
$1.15 an hour immediately, and to $1.25 after two 
years. Congress passed the bill May 4. 

Its practical effect will be to extend the minimum- 
wage standards to virtually all employes of bulk- 
petroleum distributors, though some small dealers 
might technically be exempt. 

Says Otis H. Ellis, general counsel for the 
National Oil Jobbers Council: “The only safe thing 
for a jobber to do is consider himself covered by the 
minimum wage.” 

The new law also requires companies with annual 
gross revenue of $1-million or more to pay employes 
overtime. Ellis estimates 80%-85% of jobbers are 
excluded, and almost all of the rest are paying 
overtime already. 

“One of the main features of the bill is that it 
will enable jobbers to give more drivers year-round 
employment,” Ellis says. “They can pay a flat 
weekly wage. This helps employment, because 
drivers who get overtime usually are laid off when 
the season is over.” 

Service-station employes coming under minimum 
wage for the first time—those working at stations 
which do more than $250,000 annual business 
classified as interstate commerce—must be paid 
$1 per hour when the bill goes into effect. After 
three years, their pay must go to $1.15 an hour, 
and to $1.25 a year later. The effect will be small, 
however, because the average hourly wage of these 
employes now is $1.57, the Labor Dept. reports. 


Texas Area Pricing 


Here’s what went on when Mobil 
started it in Dallas-Fort Worth 


CONSIDERABLE CONFUSION and a very fluid 
state of gasoline retail pricing existed in the Dallas- 
Fort Worth area through much of May after Mobil 
Oil put an area-pricing plan into effect. 

Mobil made its move May 9 in a 12-county area 
of Texas in an attempt to stabilize the long-de- 
pressed market. Prices there had seldom been con- 
sidered “normal” for more than three consecutive 
weeks in the past two years. 


What Mobil Did 

When Mobil put the plan into operation, regular- 
grade pump postings in Dallas-Fort Worth were 
generally 22.9¢ a gal. for major brands, and 21.9¢- 
22.9¢ for independent and private brands. Mar- 
keters have considered “normal” postings in the 
area to be 29.9¢ for majors and 27.9¢ for most 
other brands. All prices include 9¢ state and 
federai taxes. 


Mobil set its new tank-wagon prices for dealers 
at 22.2¢. It set no retail prices, but most Mobil 
stations set prices at 26.9¢ for regular, a 4.7¢ 
margin. 

Several jobbers protested that Mobil’s move 
squeezed jobber and dealer margins and wiped out 
any measurable differential in major, independent, 
and private-brand jobber buying prices. They said 
the jobber buying prices were 19.6¢ for majors, 
19.55¢ for branded independents, and 19.5¢-19.75¢ 
for unbranded jobbers. 

With a retail posting of 26.9¢, this left a margin 
of 7.3¢ between the major-brand pump posting and 
the buying price for major-brand jobbers. Jobbers 
say this leaves 2.6¢ for the jobber and 4.7¢ for the 
dealer. “The new structure works all right for a 
direct operation,” says one jobber, “but for sup- 
pliers with jobbers in the area, there is just not 
enough margin.” 

The margin was 5.35¢ for independent brands 
that tried to retain a 2¢ differential by posting 24.9¢. 


What Other Majors Did 

When the plan went into effect, most Mobil, 
Humble, and Texaco stations went to 26.9¢. Gulf 
stations stuck to 22.9¢, and independent brands, 
such as Deep Rock, and private brands, such as 
Hudson, stayed with their 21.9¢ postings. Some 
independent brands did move to 24.9¢ or 25.9¢. 
Prices generally ranged from 21.9¢ to 26.9¢. 

Later on, most private brands moved up to 
24.9¢, but some majors remained below 26.9¢. 
Most majors that did move up to 26.9¢ posted a 
4¢ differential between regular and premium. 

The plan covered an area 120 miles by 90 miles 
and included such hot spots as Denton, Decatur, 
and Waxahachie. 
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on Oil Marketing 


ANTIQUE Hupmobile roadster parked 
in front of 1920-vintage general 
store was the feature cf oil’s dis- 
play at the recent Chicago Automo- 
bile Show. Set up by the American 
Petroleum Institute, the 80-ft. dis- 
play called public attention § to 
gasoline quality, price, and tax. 


mst 


June, 1961 * NATIONAL PETROLEUM NEWS 


CIRCULAR station design in Bergen, Norway, 
resembles DX-Sunray’s ‘Circle of Service’ 
outlet in Tulsa (NPN—Jan. p90). But the 
Norwegian design, built by Norske Fina, 
puts pumps around circle, not at islands. 





‘STAR AND BAR’ station planned by Coast Oil Co., San Jose, Calif., 
has huge merchandise wing, popular in the area, for variety items. 


FIELD FUELING of tractors and other equipment 
is made quick and easy by Goodyear ‘utility tank.’ 
Coming in 60- to 350-gal. capacities, the tanks 
can handle other bulk liquids for industrial use. 





General 


Subregular Blending 


Price war follows as Sun markets 
two grades cheaper than regular 


THE OUTCOME of Sun’s attempt to meet inde- 
pendent-brand competition on the nose by market- 
ing nine grades of gasoline—two cheaper than 
“regular”—remains in doubt. 

Prices of regular gasoline tumbled 10¢ in a 
couple weeks after Sun increased the number of 
its grades from six to nine at 15 stations at Char- 
lotte, N. C. Two of the new grades—Sunoco 180 
and 190—were priced 2¢ and 1¢, respectively, 
below the company’s regular grade, Sunoco 200. 
(NPN—May p56; NPN—Nov. ’60, p77.) 

Sun says octane ratings are: 91 for Sunoco 180, 
92.5 for Sunoco 190, and 94 for Sunoco 200. The 
rating of Sunoco 200 is standard everywhere it is 
sold, the company says. 


How Prices Toppled 

When Sun advertised all grades “from 29.9¢,” 
independents cut prices from 29.9¢ to 27.9¢. Some 
majors dropped from 31.9¢ to 29.9¢. Sun then 
reduced prices 2¢. The downward spiral continued 
until Sunoco 180 settled, at least temporarily, at 
19.9¢. Several independents went to 19.9¢, but 
most stayed at 20.9¢. Most major-brand stations 
posted 21.9¢ for regular. (All prices include 11¢ 
tax.) 

Sun’s move was apparently aimed at private- 
brand competition. Willard Wright, senior vice 
president of Sun, remarked recently that the num- 
ber of private-brand outlets in Sun’s market area 
increased 68% in the past six years, while major- 
brand competition increased 2%. 

The haze of battle appeared to obscure the real 
issue of survival for some of the men on the firing 
line in Charlotte. Some jobbers seemed to view 
the situation as business as usual—just the latest 
in a chronic series of price wars. Their comments 
indicate they see Sun’s nine-grade blending pump 
and subregular prices as little more than a mer- 
chandising gimmick, not as an overt attack on the 
2¢ differential. 

(For more on the differential wars, see pages 81 
and 184.) 


Where Sun’s Experiment Started 

Sun says its decision to move to nine grades is 
based on the success of its “Cent-A-Grade” station 
in New Castle, Del. (NPN—Nov. ’60, p 77). 
Gasoline was priced 1¢ apart in nine grades. 

The station, operated eight months as a Sun 
station before the switchover, is in a hotly com- 
petitive area with many independents, including 
Spur and Save-Way. Apparently the test boosted 
gallonage substantially above the 30,000 gal. a 
month the station was reported to have been 
doing. 


p In case you missed it... 


Ohio Oil Co. plans to get more gasoline outlets 
in Chicago and Milwaukee. This was disclosed by 
Grant H. Young, marketing vice president, in an- 
nouncing acquisition of 19 Ross Oil outlets in the 
Akron area. 


Triangle Refineries has started construction of a 
7-million-gal. product storage terminal at Cler- 
mont, Ind., near Indianapolis. Completion is sched- 
uled for July. Triangle’s parent is Kerr-McGee. 


Tidewater has purchased some of the assets of 
Barnes & Rogers, Long Beach, Calif., including 87 
service stations in the Long Beach area, a bulk 
plant, and some 155 commercial accounts. 


Humble Oil & Refining Co. has beefed up its 
marketing position in Ohio. It acquired Sun Flash 
Oil, which has 12 private-brand outlets in six 
Ohio cities. No name change is planned now. 





First-Quarter Net Earnings 


of Major Oil Companies 


THE UPWARD TREND in earnings of most 
major oil companies last year carried over into 
the first quarter of 1961. Some companies did 
their best first-quarter business in history, and 
many showed marked increases over the first 
quarter of 1960. Atlantic showed the greatest 
percentage increase—70.4%. Most companies at- 
tributed their increases to excellent business in 
January and February. This was followed by a 
downward trend in March, creating some doubt 
about second-quarter earnings. 


(000 dollars) 
First 
Quarter % 
Company 1961 Change 
Atlantic 14,870 A +70.4 
Union 9,164 5; +65.7 
Standard (Indiana) 43,820 F +38.2 
Sun 12,011 +36.5 
Sinclair 16,096 +27.3 
Socony Mobil 59,800 +26.7 
Tennessee Gas 
Transmission 12,115 +19.5 
Sunray Mid-Continent 10,174 
Gulf 93,315 
Cities Service 14,752 
Standard (N. J.) 193,000 
Texaco 108,141 
Standard (Ohio) 5,518 
Standard (Calif.) 65,973 
Phillips 27,506 
Continental 16,000 
Ohio Oil . 10,493 
Shell . : .. 34,709 
Standard (Ky.) ; 2,975 
Richfield — 5,422 
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Oops! Did | touch something? 








THERE’S NO BUSINESS LIKE THE OIL BUSINESS... 


and customers can really surprise you. But you get only pleasant 
surprises when you are supplied by Ashland Oil. As the nation’s 
largest independent supplier of petroleum products, Ashland Oil & 
Refining Company has a special understanding and respect for your 
independence. Here are just a few of the benefits you get from a 
working agreement with us: 


* You are your own boss * You choose the marketing program that best 
suits you * You get effective merchandising and selling.tools * You get 
products of highest quality . . . developed and test-approved by Ashland’s 
outstanding technical and engineering staff. 


For complete information on how Ashland’s sales program for independent 
marketers can benefit you . . . write, wire or phone us today! 


ASHLAND OIL & REFINING COMPANY 
Home Office: Ashland, Kentucky 


ALTON, ILL., 528 Henry Street-—BUFFALO, N. Y., 800 Ellicott Square—CHICAGO, ILL., 6 N. Michigan Avenue—CINCINNATI, 0., 
811 Federal Reserve Bank Bidg.—CLARKSVILLE, IND., 214 Center Street—CLEVELAND, 0., Standard Bidg—DETROIT, 
MICH., Dearborn P. 0. Box 6025—EVANSVILLE, IND., 2500 Broadway—FINDLAY, 0., P. 0. Box 210—FREEDOM, PA.—LOUIS- 
VILLE, KY., 1202 S. Third Street-—NASHVILLE, TENN., 5 Main Street-—PADUCAH, KY.—PITTSBURGH, PA., 711 Shields Bidg. 


%ke Independent Supplier fx Independents 
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you need top truck performance 


ACK SHOULDERS 


ication CMI: 


MADE BY MACK «es 
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THE RESPONSIBILITY 


Mack can provide you with top truck perform- 
ance—performance unmatched by any other 
truck — because what goes into a Mack is made 
by Mack ...has the full backing of Mack. 
Engines, clutches, transmissions, axles, drives 
and all other major components are made by 
Mack for Mack trucks alone. . . made to the 
highest standards of the industry to work to- 


gether with maximum efficiency. 

The perfect integration of components 
achieved by Mack results from the exclusive 
concept called Balanced Design. It is the basic 


reason why Mack—alone among truck manu- 
facturers—does not have to split responsibility 
for its truck performance with outside suppliers 
of major components. 

This is Mack’s way of making sure you al- 


ways get unqualified satisfaction . . . of being 
sure that every Mack on your job gives the 
best possible truck performance and maintains 
the longest prime of life. 

So, whether you’re hauling freight . . . build- 
ing an expressway or moving rock... delivering 
furniture, fuel oil or ready-mix concrete . . . if 
it’s the kind of work that means handling big 
loads at a profit—it’s the kind of work for Macks. 

Mack trucks on your jobs will give you the 
advantage of lowest cost of operation plus un- 
divided responsibility for full satisfaction. Your 
nearest Mack branch or distributor will be glad 
to suggest the exact model to handle your jobs 
with utmost dependability and efficiency. Mack 
Trucks, Inc., Plainfield, New Jersey. Mack 
Trucks of Canada, Ltd., Toronto, Ontario. 


IT’S PART OF THE LANGUAGE... BUILT LIKE A 


eeeeeeeeeeeeeeeeeeeee 


MADE BY MACK « « « MADE BY MACK « « «MADE BY MACK « « e MADE BY MACK « « « MADE BY MACK 
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NOW| Quick-Check 


A COMPLETE 


LINE OF CHOOSE THE ONE THAT FITS 
YOUR NEEDS—AND YOUR BUDGET 











Quick-Check TUNE-UP CENTER 


A complete tune-up center at less than one-third the 
cost of most scopes. A handy, practical portable unit 
you can move to any part of the shop. Includes the 
complete set of Quick-Check instruments, timing 
light and spark plug connectors... plus sturdy 
work-bench top, convenient drawers and cabinet 
compartment for storage of tools and ignition parts. 
Entire unit mounted on smooth-rolling casters. This 
attractive tune-up center will make a big impression 
on your customers...help to boost your tune-up 
business. 








Quick -Check CADDY 


Includes all Quick-Check instruments 
and timing light mounted on a panel 
for an impressive display. Portable cart 
with two trays can be moved easily to 
any part of the service area. If you wish, 
you can add the tool cabinet and work 
bench at any time. 
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ENGINE TESTING PACKAGES” 


@ Tests engines electronically 


Merchandise your Quick-Check tune-up © 1**°s only 3 minutes 


@ Costs a fraction 


service, the famous of conventional test equipment 
Engine Analysis System that @ Requires no special training 


Liil - £. 
IGNITION SYSTEM TESTING 





Quick-Check PANEL MERCHANDISER 


Converts wall space into an eye-catching display, 
and provides a safe place for your instruments. In- 
cludes all Quick-Check instruments, timing light and 
spark plug connectors, plus Quick-Check instrument 
stand for holding instruments while you are testing. 


 — 


Send Coupon for New 

Brochure with Complete 
Description of Quick-Check 
Package Units 


“NW LING OLN 


ENGINEERING COMPANY 


~ WV OF THE McNEIL MACHINE & ENGINEERING Co. 
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Quick-Check 


UTILITY CART AND WORK BENCHES 


Add any of four components to the basic utility 
cart for a portable work center to meet your needs. 
These practical working aids keep tools and parts 
handy to save you time on the job. Add-on design 
lets you pick the unit to match your budget and add 
other components at any time. 


LINCOLN ENGINEERING CO. 
4010 Goodfellow Bivd., Dept. NPN-6 
St. Lovis 20, Mo. 


[_] Please send me your new brochure with complete description 
of your line of Quick-Check merchandisers. 


Name 
Company 
Address 


Zone_ State _ 





PACKAGING PROBLEMS? TURN CROWN LOOSE ON ’EM! 


No sense putting up with problem packaging. Instead, put Crown’s depth of packaging experience 
and know-how to work for you. Under strict quality control, Crown manufactures the finest oil 
cans you can buy—in quart, gallon, five quart, and two gallon sizes. Crown has a new and 
thoroughly efficient service department. Crown has a combination of complete can handling 
facilities in every plant. Packaging problems? Call on Crown! 


UR PACKAG, 
4° No 


CROWN CORK & SEAL CO., INC. 


9300 Ashton Rd., Philadelphia 36, Pa. 


* 
2) 
% 

% 


L 6) 
Es crown © 
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Fuel Oil 


‘1962 can be a very important year in all our business lives’ 


— Glenn L. Werly, president, 
National Oil Fuel Institute 
(see page 114) 


Preseason Report to Oil-Heat Men: 


New Ideas for a New Era 


T HIS IS THE TIME for oil-heat men to start getting ready—not only for next 
season but for a new era. Under its new one-roof trade association, National 
Oil Fuel Institute, the oil-heat industry can take a new lease on life. 
This is the time for new ideas—in equipment, service, promotion, management. 
In this special report, compiled by NPN fuel-oil editor Cornelius Brodersen, you'll 
see how top marketers and manufacturers are coming up with new ideas and 
putting them to work for growth and profits. 


Now—A Computing Oil Meter 

You Can Really FILL Tanks Now 

How a Small Jobber Converts Gas Users to Oil .... 
Do Pressurized Flues Work? 

What's New in Burner-Service Policies 
You Can Clean Oil Burners Faster Now 
New Way to Push Oil Heat 

How to Plan Your Move ... 

How to Get Along with Bankers . 
What's Ahead for Oil Heat? ..__.. 
Blueprint for the New Era 

Natural Gas Says: ‘Beware of Oil’ 


Saati 
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Now—A Computing Oil Meter 


Here's what many marketers have been waiting for: an oil meter that 
prints gallons, unit price, tax, and total in one fast operation 


T Last your fuel-oil truck driver can throw 
A away his pencil. Jobbers can stop trying to 
make bookkeepers out of drivers, and let them do 
the one job they were hired to do—deliver oil. 


What makes the driver’s pencil a candidate for 
the Smithsonian Institute is a new, automatic com- 
puter register head for fuel-oil meters that extends 
tickets at the flick of the wrist. Long reported in the 
development stage by NPN, the computer head is 
coming on the market this month as a product of 
Lockheed Electronics Co., Plainfield, N. J., sub- 
sidiary of Lockheed Aircraft Corp. 

The computer head will be sold by equipment 
jobbers and, in some cases, direct to majors. Price 
will be between $500-$600, Lockheed says, with 
a one-year warranty. 

Development of the computer for fuel-oil trucks 
opens the possibility that similar equipment will 
be made for gasoline transport deliveries to service 
stations and for loading all products at bulk plants 
and terminals. 


How the Computer Operates 


Lockheed’s automatic mechanical computer head 
works much like present gallon-registering ticket 
imprinters. But it does a more complete job. As 
with other gallon-registering heads, the driver in- 
serts the delivery ticket before starting to deliver 
oil, makes his delivery, and then turns a crank on 
the head so the ticket returns to him. What the 
Lockheed device does is imprint the following data 
on a delivery ticket: 

@ Gallons delivered, down to the last tenth. This 
is much like present equipment. 

@ Unit price, if you want that information to 
appear on the meter ticket. That’s different from 
present equipment. 

As it is now, jobbers who want to let accounts 
know what they are paying for oil either (1) let the 
driver insert the price or (2) have it done by ma- 
chines at the office. 

@ Sales tax, if you need that information on your 
ticket. That, too, is different from present equip- 
ment. Jobbers who have to figure sales tax either 
let the driver do it or figure it at the office. 

e@ Extend the price, printing total cost of the 


big difference from present equipment. 
delivery, including sales tax if needed. That’s the 

In a few states, jobbers have been advised by 
dealers they must charge for the actual amount de- 
livered. Automatic extension of the ticket will make 
that job much easier. 

The biggest saving will be in driver time. In 
many cases, after making the delivery and rewind- 
ing the fuel-oil hose on the reel in the back or at 
the side of the truck, drivers take the meter ticket 
to the cab, pick up a price sheet or open a price 
book to extend the ticket themselves. One large 
jobber who has been field testing Lockheed’s com- 
puter says he saves at least a minute per delivery, 
25 minutes a day per truck, and is delivering about 
2,500 gal. more per day with trucks fitted with com- 
puting heads. 

Additional Features—Lockheed’s computer of- 
ers jobbers three additional features: 

e@ Daily totals. A totalizer shows daily gallons 
delivered (as does present equipment) plus the daily 
total sales tax and the daily total value of deliveries, 
which present equipment doesn’t show. This should 
make it easier for jobbers to check out daily truck 
operations. 

@ Discount deliveries. Jobbers offering large- 
volume accounts a half-cent discount can do it with- 
out resetting the computer head. The half-cent dis- 
count can be automatically figured on a meter ticket 
with a notch on the left edge. The notch causes 
a lever to drop to engage a discount gear. 

e Eliminate sales-tax computations. A meter 
ticket with a notch on the right edge causes another 
lever to fall in place that bypasses the sales-tax com- 
putation. This makes it easier for jobbers in sales- 
tax states where some deliveries are tax-exempt. 


Installation: It’s a Snap 


The computer head weighs less than 15 Ib., is 
9 in. square and 10 in. high, is interchangeable with 
registers you are using now, or can be easily adapted 
to your present fuel-oil meter. 

The changeover from old to new register can be 
done with a wrench and a screwdriver. And it can 
be done in 15 minutes, says Lockheed. 
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New Lockheed computer issues ticket with computations 
for billing, can be set for discount, different prices 


Adjustment: That’s Easy, Too 


Sales tax is factory set at 2%, 3%, 4%, or 5%. 
A change from one rate to another, or an extension 
beyond 5% requires a bench modification. This in- 
cludes a few new parts and takes about 30 minutes, 
Lockheed says. 

The unit-price for oil can be changed by lifting 
the top cover and moving two levers, one for cents, 
the other for tenths. The job can be done with the 
register on the truck. The cover can be sealed to 
prevent unauthorized change of the unit price. 
Tampering with setting during delivery is prevented 
by another locking device. 


What's the Market 


Almost any jobber whose drivers extend de- 
livery tickets at the truck can use the new computer. 
Not only will the device save driver time by doing 
away with hand extension, but it will also eliminate 
checking driver extensions at the office either before 
or after tickets are mailed or left at the home at the 
time of delivery. 


Jobbers who extend tickets in the office in a 
separate operation may also be interested in the 
computer device. It will do away with the job. 

Jobbers who extend tickets in the office at time of 
posting to ledger card say they have doubts they can 
use the computer to any great advantage. Some 
say they will look into it anyway. Jobbers using 
this office system plus postcard billing say they'll 
look into it, too. 


Jobbers who use postcard billing say they will 
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Fuel Oii 


The meter ends paper work for driver; is said to save 
him 25 minutes, let him deliver 2,500 gal. more daily 


have to make new time studies to see if (1) it is still 
cheaper to let the postman deliver the card or (2) 
let the driver deliver it, immediately after the com- 
puter extends it. 

Jobbers using premium billing (charging one- 
half cent or a cent more than the retail posted prices 
and allowing customers to deduct this “premium” 
for prompt payment) will save time. They won’t 
have to check driver extensions or do the extension 
in the office. But they will still have to imprint on 
the ticket the total amount to be deducted for 
prompt payment. 


What You'll Save 


Lockheed estimates you can save close to the 
cost of the computer head, about $400, per truck 
a year, just by doing away with driver ticket com- 
putations; or as much as $1,125 per truck per year 
if you figure it this way: 

e@ Adding 25 minutes a day to a delivery sched- 
ule can knock off 6%, or .072¢ per gal., from the 
average delivery cost of 1.23¢ per gal. 

e By cutting billing expense, average office 
overhead costs of .97¢ per gal. can be cut about 
10%, or .097¢ per gal. 

e By charging for all tenths of gallons, about 
63¢ per day per truck can be saved. This is equal, 
Lockheed says, to about 1% of the gross or .012¢ 
per gal. 

Total profits saved come to 0.18¢ per gal. This, 
multiplied by an industry average of 625,000 gal. 
delivered per year per truck, gives you $1,125. 





Fuel Oil 


You Can Really Fill Tanks Now 


Foaming can displace up to 63 gal. of oil in a home tank. A $1.35 device 
to cut foam and agitation can mean more efficient degree-day delivery 


NEW foam-cutting device called “Filful” 
looks like one of those bright, simple ideas 
that someone should have thought up long ago. 


The manufacturer—Scully Signal Co., of Mel- 
“ rose, Mass.—says it should save at least one trip 
per year per customer, simply by letting you fill 
home tanks closer to the top. 

Filful is a pipe with a specially designed diverter 
at one end. It’s an adaptation of the subsurface 
loading principle used at bulk-station racks. By al- 
lowing near-capacity deliveries and cutting agita- 
tion on the tank bottom, Scully claims it will pro- 
vide such benefits as these: 

e@ More oil delivered per hour per truck; 

e@ Fewer runouts and service calls; 

e Longer tank life; 

@ Silent deliveries. 

A dozen oil companies in the Boston area tested 
Filful last winter at some 8,000 home installations. 
In pilot production up to now, Filful moves into 
full production this month to stock oil-equipment 
jobbers who will sell the device. 


How Foam Hurts You 


Scully tests show that foam can displace from 
two gal. of oil to as much as 63 gal. The tests also 
show there’s no norm to foaming under identical 
conditions of temperature, pumping speed, fillpipe 
size. Foaming varies from load to load of the same 
brand of oil, between brands of oil, and among vari- 
ous refining methods. As little as two gal. was dis- 
placed pumping at 75 gpm through a 2-in. fillpipe; 
as much as 63 gal. was displaced at 80 gpm through 
a 1%-in. fillpipe. 

If there is any average displacement by foaming, 
it’s between 20 and 40 gal., says Scully. 

While you may think a tank is full by gage, 
whistle or other signal, it can be anything but. 
And if you carry this “full” tank over to degree- 
day deliveries, it’s no wonder you can’t explain 
a sudden rash of oil runouts. While degree-day 
calculations show all in order, in reality the “re- 
serve” gallons figured as being in the tank just aren’t 
there. 


How ‘Filful’ Helps 


Filful extends into a tank in varying lengths, de- 
pending on fillpipe size and tank position, to elimi- 
nate foaming. When combined with Scully’s Vent- 
alarm, it fills a 275-gal. tank to within 15 gal. of its 
capacity. This leeway allows for fuel expansion in 
the tank without overflowing. 


With foam gone, you can figure degree-day de- 














Foaming gives false impression tank 
is full, leads to runouts later on 




















Filful reduces foaming, permits filling tank to designed 
capacity. The device can cut trips needed per customer 


liveries closer to end the nuisance of runouts. One 
of Scully’s test jobbers says he had zero runouts this 
past heavy heating season. 

With foam gone, you should show an increase 
in gallons delivered per hour. Scully figures you'll 
deliver a home’s heating-oil requirements in one less 
trip per year. That adds up to lower labor costs, 
truck operating costs, billing costs, postage ex- 
penses. 

A diverter at the end of Filful keeps oil from 
hitting the tank bottom, by spreading flow to the 
tank’s sides. This way, says Scully, there’s less 
chance of incoming oil “scrubbing” the tank bottom 
clean, exposing it to moisture that might eventually 
cause a pin-hole leak—and an unhappy account. 

With bottom scrubbing lessened, there’s less 
chance of sludge or scale being carried to the 
burner’s fuel-oil supply line and nozzle. That would 
mean fewer nuisance service calls due to plugged 
lines or nozzles, creating a better image for oil. 

(Continued on page 99) 
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We don’t say you’ll need an armed guard 
to take your money to bank... 


But we do say that when you 
pick up a Sunoco Heating Oil 
distributorship . . . 


You won’t face another Sunoco 
distributor ‘‘across the street’’. 
You'll have your own territory 
to develop and profit from. 


You'll get day-to-day support 
from Sun and the back-up of a 
liberal co-op advertising plan. 


You'll be handling a competi- 
tively priced, quality-blended 
product that Sun is always 
striving to make better. 


e You can get product when you 
need it, from strategically placed 
terminals backed up by Sun’s 
refineries and pipe line network. 
You'll have no trouble with an 
unknown brand name. Sunoco’s 
already a household word that 
means quality . . . to millions of 
people in Sun’s marketing area. 

Want to dig into the Sunoco 

franchise deal? Write to A. L. 

Anderson, Fuel Oil Department, 

Sun Oil Company, Philadelphia 3, 

Pa. He’ll treat your letter confi- 


PIONEERING PETROLEUM PROGRESS FOR 75 YEARS 
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dentially and mark his reply 
“‘personal’’. In Canada: Write to 
C. B. Pitt, Sun Oil Company 
Limited, 85 Bloor St. E., Toronto. 





1961 “PRESTONE” Anti-Freeze plan could 


DOUBLE YOUR 
ANTI-FREEZE SALES! 


Here is a realistic approach to anti-freeze marketing for 1961 from the makers 
of “Prestone” brand. It is based on “Prestone” brand’s growing share of 
market and could very well double your total anti-freeze sales this year. 


Pre-paid shipment to jobbers and dealers in as little as 
one-quarter carloads. 


No “paid-for” inventory at any time. 


Fastest nation-wide delivery during the entire 
anti-freeze season. 


Sales and technical service people available for 
dealer training and meetings. 


Pre-sold by millions of dollars in advertising. 


Completely planned dealer aid program, including free 
point-of-sale material. 


Strongest consumer demand . . .”Prestone” brand had its 
biggest year last year... outsold all other brands by far! 


Your “Prestone” Anti-Freeze representative has complete details. 


More than 30 major oil companies sell mer 


“ PRESTONE” Anti-Freeze through their outlets, \ aNti-FREEZE 
either exclusively or in addition to their own brand. 


eg hum 
PREVENTS Rust 


‘~ The world’s most tested, most trusted anti-freeze! 


UNION “Prestone’’ and ‘Union Carbide” are registered trade-marks for products of 4 
Li: UNION CARBIDE CONSUMER PRODUCTS COMPANY « vivision of union Carbide Corporation + 270 Park Avenue, New York 17, N.Y. 
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Oil coming into a tank through a Filful doesn’t 
cause a drumming noise in the tank, says Scully. 
It’s a much quieter operation. 

Scully figures installation time at 10 minutes. 
Here are the individual steps: (1) Cut fillpipe above 
the tank (templates show where the cut is to be 
made); (2) groove the pipe to take lock-ring adap- 
ter; (3) cut pipe %4-in. above the groove; (4) swing 
fillpipe out of way; (5) remove nipple from tank; 
(6) assemble Filful and lock-ring adapter; (7) in- 


Fuel Oil 


stall unit in tank; (8) put nut on fillpipe; (9) swing 
fillpipe back to adapter case; (10) tighten nut. 

The standard Filful costs $1.35; a flexible unit 
for hard-to-get-at tanks cost $3.75. Lock-ring adap- 
ters range from $1.75 to $2.25, depending on size. 

For underground tanks, Scully’s Ventafil is the 
unit. It combines a full-tank signal with Filful and 
disperser. One unit per truck is all you need, since 
you drop it into the tank before delivery and pull it 
out when delivery is made. 


How a Small Jobber Converts Gas Users 


You don't have to be a big operator and shoot for the moon in gas-to-oil 
conversions. You can be small and do it person-to-person. Here's how 


it MAY HAVE BEEN a large-scale fuel-oil distribu- 

tor who proved recently that gas-heat accounts 
can be converted to oil. But small-scale distributors 
can do it, too. Burt Hawthorne, owner-operator of 
Hawthorne Service Inc. of Lansdale, Pa., is a prime 
example. 

Industry eyebrows were lifted when Meenan Oil 
Co. moved into the gigantic all-gas development of 
Levittown, N. J., and started garnering oil accounts 
(NPN—Dec. 60, p92). Hawthorne, with his 250- 
300 heating-oil accounts (450,000 gal. per year), 
certainly is small compared with Meenan (about 
100 times as many accounts, in three states). But he 
is winning gas-to-oil conversions, too. 

In addition to Hawthorne himself, who doubles 
as his own sales crew, there’s an office worker, one 
truck driver, and one burner-service man. Head- 
quarters are in a cramped office that’s part of a 
private-brand service station. Behind the station, 
there’s a small bulk plant that also supplies the 
needs of other heating-oil jobbers in the area. 


t 
‘ 


Small Size, Big Ideas 


Small size isn’t stopping Hawthorne from selling 
oil heat through conversions. In fact, it’s because 
he is small that he got into oil-heat sales and instal- 
lation 18 months ago. 

“I admit,” he says, “that I haven’t grown much 
in 10 years as a heating-oil jobber. With a station 
to run, I didn’t have much time to give to the oil 
end. Besides, I had nothing to offer. But now that 
I have a good line of equipment, equipment sales 
will help me grow, I think.” 

Evidence of this trend: Hawthorne has sold 
$25,000 worth of oil-heat equipment in 15 months, 
most of it through conversions, and has picked up 
new oil accounts through sales. “We’ve made a 
profit on equipment sales,” he says. 

Gas heat isn’t Hawthorne’s only target. “I’m out 
to replace any utility fuel,” he says. This means 
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Burt Hawthorne: ‘Conversions are a key to my growth’ 


gas and electricity used for heating water. And it 
doesn’t stop there; it includes LP-gas for heat and 
hot water, and coal heat. 

Hawthorne’s 15-month score on conversions 
looks like this: 

e@ Three gas-heat units replaced by oil heat. 

@ Seven gas water heaters replaced: one by put- 
ting in a separate, oil-powered unit; the others by 
installing tankless coils in oil-heat equipment. 

@ Three electric water heaters replaced. Two 
sales were separate oil-powered water heaters; the 
third was a tankless-coil job. 

e@ Four coal-heat units replaced by oil heat. 


Why Homeowners Switch to Oil 


These homeowners didn’t switch to oil for heat 
and hot water just because Hawthorne was selling 
equipment. They did it to avoid (1) high gas-heat 
bills, (2) high gas and electric bills for hot water, 
(3) shortages of hot water, and (4) the coal-shovel- 
ing job. 

But because Hawthorne had the equipment that 
could overcome these homeowners’ problems and 
because he heard about them, he could make his 
sales pitch. The result: contracts to install oil- 
powered units. 


One former gas-heat user now on oil, Hawthorne 
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says, saved $115 this past heating season. Another 
saved $140. The third should save about $150. “We 
don’t know what the last one will save because 
we've only recently installed his unit. But it should 
run to about $150 a year because he was using 
LP-gas before,” Hawthorne says. 


Homeowners using gas or electricity for hot water 
were paying $8-$9 per month. On oil, Hawthorne 
figures, their fuel bills will be half that amount. 
Although he had a chance to sell all of them separ- 
ate water heaters, he didn’t. “Several of them had 


steel boilers and we felt the tankless coil was best 
for that type of boiler,” Hawthorne says. 

In addition to Iron Fireman heating equipment, 
Hawthorne handles Sid Harvey’s oil-powered water 
heaters. Most of those he’s installed were 30-gal 
units, for which he charged $250, installed. 

“We don’t make too much on these units at that 
price,” he says. “But we have to remain competi- 
tive. Homeowners can get oil-fired units at Sears for 
$225 over-the-counter. Still, I'd rather sell at a 
small profit because we build up a 10-year sale of 
oil, plus a good chance to get the replacement unit.” 


Do Pressurized Flues Work? 


Here's a jobber who says they do. Read how he rates them, and how 
he’s working them into his sales effort to combat natural gas 


SAMPLING of oil burners with pressurized 
flues installed in the past 18 months indicates 
they cut fuel consumption by 14% to 58%. 


The figures come from 10 of 11 Iron Fireman 
Mark II plants selected at random from among 
more than 100 installed in the Rochester, N. Y., 
market by Langie Fuel Service Inc. The savings 
compare with a 20% saving shown in tests con- 
ducted by Iron Fireman. 

(For a report on pressurized flues, see NPN— 
Sept. ’60, p121.) 

Langie computed the savings by calculating the 
consumption of old and new equipment, then cor- 
recting it for the same number of degree days. 


The new equipment replaced pot burners, con- 
versions burners, and entire heating units. Most of 
the old equipment was 10 years old. 

Norman Miller, Langie’s vice president of heat- 
ing-equipment sales, is using the figures on savings 
to promote new equipment sales in an area where 
natural gas is 17% more costly than oil. 

“We've talked to some of the buyers of this new 
equipment,” Miller says, “and they certainly ap- 
preciate what we’ve done for them. For myself, it 
convinced me that this new type of equipment is 
really good. I must confess that I was a bit dubious 
at first.” 


The savings record piled up by this new equip- 
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ment is used by Miller and his five salesmen to sell 
others on the idea of purchasing new equipment. 


What Langie Plans 


Langie plans to step up this modernization sales 
campaign. “We are going to ask these accounts to 
write us testimonial letters,” Miller says. “Then we 
plan to use these in our regular advertising cam- 
paign to sell more people on the savings idea.” 

In talking price with heating-equipment pros- 
pects, Miller and his staff admit the new pressurized 
burner-boiler and burner-furnace units cost from 
$150-$250 more than ordinary equipment. “Then 


Fuel Oil 


we ask them to invest, not spend, their money in 
this burner,” Miller says. The story goes like this: 

“Last year you spent $200 for oil. This new 
burner will save you at least 20%, or 40% a year. 
If you put $200 in a savings account, the most 
you'll get at 314% is $7 a year. If you put that 
money i: a blue-chip investment, you might get as 
much at $12 in dividends at 6%. We are asking 
you to invest $200, the additiona! price of the 
burner, so that we can show you a return of 20% 
or $40.” 

A case-by-case comparison of how pressurized 
flues cut costs is shown on facing page. 


What's New in Service Plans 


The trend is away from incomplete service policies. Top eastern jobbers 


now go in for a single type of policy—the kind that covers everything 


| MANY PARTS of the heating-oil East, jobbers 
are junking minimum-coverage service policies 
(policies covering burner cleaning and adjustment, 
for example, or cleaning, adjustment, and all serv- 
ice calls with parts extra). 


In place of these policies, jobbers are trying to 
upgrade their customers to “the best”— the service 
plan that covers cleaning, adjustment, all service 
calls, and a wide variety of parts replacements. 

They’re finding customers receptive, because the 
new deal fits in with other service-type policies: 
hospitalization, medical, travel insurance, social 
security, fire and life insurance. The result is more 
customers on service plans, and a better deal all 
around. 


Here’s the Big Idea 
Some of the reasons behind the trend are these: 


@ Levels out service-work load. “We no longer 
have slack periods with nothing for the men to do,” 
says Bob Fawcett of Fawcett & Son, of Cambridge, 
Mass. Because all accounts get the same type of 
service, the work can be set up on a 12-month 
schedule. “In the end, it may cut down service- 
department losses,” Fawcett says. 

e@ Improves service-department morale. With a 
steady work load, peaks and valleys in service- 
department manpower are eliminated. Once you 
get a good, hard-working service crew assembled, 
you can keep them together because you have 
work for them to handle. 

e@ Improves customer relations. Misunderstand- 
ings with accounts over what their policies include 
are eliminated. With a variety of service plans, 
jobbers at times found it difficult to convince some 
“parts-extra” customers that they weren’t entitled 
to free parts. This made some customers unhappy 
and added to service-department losses when job- 
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Burner-Service Package 


For $2.45 a month, a jobber offers customers this 
complete package: 


Installedy Installed 


Part Value ~ #Part 





3 Antihum valve. da deamion 
Oil check valve 


Fuel-oil tank (275)..... 
Annual overhaul 
Ventalarm 

Tank gauge 

GES acevccnc tive 
Oil cartridge 

oO 


Ignition cable 
Constant-level valve. ... 
Electrical fuse ry 
Nozzle line 

Blower motor 
dhe he came oben 
Electrodes (set)......... 
Electrodes holder... .... 
Draft controls (6’’-9’’). .. 
Solenoid valve ies 
Master control......... 


Circulator motor........ 3 
Circulator coupling 

Baffles (10’’-16’’) 

Fuel pump 

Fuel-pump coupling. . 
Fireomatic wire......... 
Thermostat clock Oil-burner motor 
Aquastat rev........... 
Summer, winter control. . 
Pony relay 

Fireomatic valve........ 
Lever valve 
SOR 
Low-water cutoff 


Transformer 
Pressure control. ....... 


Wicca cavanenss ‘ 

Chambers (to 2 gal.).... 

Nozzle adaptors 

Burner fan 

Thermostatic fuel-saver 
treatment 


Burner switch 
Fireomatic switch....... 


TOTAL REPLACEMENT VALUE 
$847.30 





bers offered to include the part free to keep the 
customer satisfied. “You never win an argument 
with an account,” Fawcett says. 


e@ Combats free service. In some areas, jobbers 
offer free service—free as to labor cost, but not 
parts, which are extra. “These free deals,” says 
Leon Frank of Central Fuels Co., Boston, “just 
about killed our service-call-only policy. But with 
service and parts in one policy and offered on a 
monthly budget plan, we can talk low-cost, all- 
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inclusive coverage to accounts tempted by free 
service.” 

e@ Better deal for the account. “The customer 
saves money by buying the all-inclusive policy,” 
says Tim Loizeaux, Jr., service manager at T. R. 
Loizeaux Fuel Co., Plainfield, N. J. “The other 
policy cost him $22.50, the all-inclusive deal is 
$29.50. We tell the account that a parts replace- 
ment under the old policy would eat up the $7 
cost differential.” 

e@ De-emphasizes service cost of oil heat. De- 
pending on the extent of parts-replacement cover- 
age, jobbers offer the premium-type policy with 
sales pitches like these: “For a nickel a day, we 
will replace . . .” or “just 742¢ a day give you all 
these services and parts protection . . .” 

In addition, jobbers can offer to break up the 
annual service cost into small monthly payments 
covering 9, 10, or 12 months, depending on the 
type of budget plan offered. 

e@ Upgrades the jobber. Jobbers, in effect, tell 
their accounts, “Don’t worry about a thing. We’re 
taking care of everything.” They are assuming more 
of their total responsibility to oil accounts than 
before. And it is a talking point against gas heat. 
“Where the utility will just take care of the flame, 
we'll take care of the whole heating plant and 
more,” says one jobber. 


How Policies Differ 


Jobbers who agree to the all-inclusive-policy con- 
cept differ widely on the number of parts included 
in the one-package coverage. Some of the disagree- 
ment is caused by types (makes) of oil-heat equip- 
ment most generally sold and serviced in given 
markets, by component differences between warm- 
air and wet-heat systems, and by competition 
among jobbers themselves. 

There is agreement, however, on burner compo- 
nents (motor, fuel pump, fan, transformer, end 
cone, electrodes), and on combustion chambers 
and storage tanks, for example. 

As coverage varies, so does cost. All-inclusive 
policies can vary between $2.45 per month for 12 
months ($29.40 total) and $3 per month for 9 
months ($27 total). 

Or they can be as low as $1.50 per month for 
12 months ($18 total), the offer being made by 
Hathaway Oil Co. in New Bedford, Mass. But 
this policy is not strictly an all-inclusive policy, 
even though it includes many parts replacements. 
Thomas Healy, Hathaway’s sales manager, explains 
it this way: “This parts replacement policy supple- 
ments our service-call policy, for which we charge 
one-half cent a gallon.” Thus, when service-call 
costs and part-replacement policy costs are to- 
taled, the New Bedford jobber’s plan comes close 
to the other all-inclusive plans. 


You Can Clean Oil Burners Faster Now 


A new liquid cleaner does the job in 78% less time, taking care of 
pump screen and nozzle parts without disassembly. Here's the story 


BEFORE. Heat exchanger is heavily encrusted with soot 


AFTER. Burning and brushing leaves the exchanger clean 


grec MARKETERS should have a snap 
cleaning burners, boilers, and furnaces now. 
Mobil research has given them an all-purpose liquid 
cleaner said to do the job better, faster, and with 
much less mess than present methods.* 

The cleaner should save time and money, and 
can be applied by drivers with little training. 

The cleaner, under development for five years, 
was tested last winter by over 600 dealers in the 
New York, Philadelphia and Minneapolis-St. Paul 
markets. It was introduced to other Mobil mar- 
keters last month. 

Mobil’s new product cuts what is now a 90 min- 
ute-to-two-hour job down to about 20 minutes 
over-all. A pint of cleaner per burner-boiler or 
burner-furnace will clean these parts: Strainer in 
fuel pump; interior parts of pump that can’t be 


* It’s the third Mobil research product in two years designed 
to cut service time and improve oil-heat’s salability. See how 
to prevent nozzle coke-up (NPN—Aug. ’59 p155) and data on 
ceramic felt lining to replace brick in combustion chambers 
(NPN—Oct. ’59 p131). 
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reached now; burner nozzle; strainer in burner noz- 
zle. It will also coat heat exchangers with a catalyst 
that burns off accumulated soot in an easy separate 
operation that eliminates-vacuum cleaning. 

All this work can be done within 20 minutes, 
Mobil says, without dismantling the fuel-pump, 
without breaking the gasket seal, and without re- 
moving the burner transformer (on some units) to 
take the nozzle assembly out for cleaning. Only one 
connection is made, and that is at one of the two 
suction plugs on the fuel pump to hook on the 
burner-cleaner applicator, a metal tube with a plas- 
tic hose. 

And the burner cleans itself. The cleaner, though 
not a fuel oil, is combustible and does its work 
with the burner operating, although the regular 
fuel-oil supply is shut off. This cuts the number of 
individual operations a burner man performs from 
more than 20 to about 10. And those more than 
20 operations took time (eight nuts on the fuel 
pump had to be loosened, later tightened, and then 
checked for leaks, among other operations). 

Mobil says the over-all operation is much 
cleaner. There’s no need to spread papers under the 
burner or pump to catch dirt, no need for a can in 
which to catch oil as it comes from the pump, and 


Fuel Oil 


BEFORE. Strainer is clogged AFTER. Residue is dissolved 


no necessity to take the nozzle components apart 
for cleaning and later reassembly. Mobil says the 
practice of taking nozzles apart should be dis- 
couraged anyway because it’s cheaper in time to re- 
place nozzles than to attempt to clean them. 

After the pint of cleaner has been consumed, the 
soot on exchangers can be burned off by igniting 
with a torch. It burns off slowly, leaving a gray 
iron-oxide residue that can be brushed out of the 
door, along with rust and scale. 


New Way to Push Oil Heat 


Turn a builder's model home into an oil-heat showcase. What better way 
to let potential buyers know what you can offer in heating comfort? 


OW WOULD YOU LIKE to make your sales pitch 

to a captive audience of prime prospects? 

You don’t have to think that one over. But 

that’s just what a group of Upper Bucks County, 

Pa., jobbers pulled off this spring in Perkasie. 

Aided by an oil-heat-minded builder and agent, 

they put on an oil-heat equipment show within a 
model-home show. 


The stunt enabled local oil men to make a pitch 
to the people who count most (prospective home- 
owners) in a new-home area where oil heat has 
had tough going. The idea men were 34 jobbers 
making up the North Penn Fuel Oil Dealers Assn., 
and Stanley M. Horn, builder-agent. 


North Penn jobbers who displayed oil-heating equipment in model home were (left to right) Hawthorne’s Service, Lansdale Heat 
Clinic, Edge Bros., and Clyde S. Wilson Inc. Says one: ‘More than 400 persons saw us each week—all potential home 








There’s a Big Potential 


The four North Penn jobbers who had equip- 
ment on display in the model home are happy 
with results. The show ran 15 weeks (officially 
ending June 2), was open to the general public 
each Sunday and to special groups (doctors, law- 
yers, attorneys, dentists, personnel managers, prom- 
inent local businessmen) during the week. An aver- 


,age of 400 people toured the model home and 


equipment display each week. 

The show gave a big boost to the North Penn 
jobber group. Before the show, their oil-heat mes- 
sages were small ads in the local papers (small 
because the group was just beginning. 








buyers’ 
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Suddenly, their oil-heat message grew to one- 
third-page and quarter-page ads as Horn, adver- 
tising his $30,000 pre-fab model home, talked 
about “automatic oil heat—the home heating fuel 
for modern Americans.” The model home fitted 
into that slogan; it was modern to the nth degree. 


Setting Up the Show 


The oil-heat equipment show was Horn’s idea. 
Sold on oil heat, he wanted to give local fuel deal- 
ers a chance to display their equipment so pros- 
pective home-buyers could see what oil-equipment 
they wanted to install in their homes. But there’s 
nothing that says the heat-show-within-a-model- 
home-show idea couldn’t be picked up by local 
oil-heat promotion groups and sold to local build- 
ers as a way of building up traffic to see their 
model homes. 

Horn sold space to the dealers at $150 (for 
garage space) to $250 (space in the basement of 
the model home). In addition to oil men, he in- 
vited others with household appliances to display 
their wares. In all, 13 exhibitors took space. 

The North Penn group, in addition to urging 
members to take display space, had an associa- 
tion exhibit depicting the advantages of oil heat. 
The group contributed about $1,300 over-all to 
the $4,500 fund that Horn used for ad and pub- 


licity purposes. 


Selling the Builder 


Horn prefers oil to gas heat in the homes he 
builds and sells because “an oil-heated home is 
easier to sell.” A builder since 1947, he has put 
up more than 400 homes in Bucks County (only 
20 were gas). 

In his Perkasie development, he’s put up 18 
homes so far; 15 are oil-heated. He plans to put 
up 50 more homes in the area, probably all oil- 
heated. 

How Horn got on the oil-heat bandwagon is an 
interesting story to oil men. “I built two identical 
homes in one area,” he says. “One had oil, the 
other had gas. In the 1959-1960 heating season, 
I asked both owners to keep me informed on their 
fuel costs. The oil-heated home, I found out, cost 
$80 a year less to heat.” 

“Of course, the gas company tried to defend 
its position, pointing out that while the two homes 
were identical, heating habits of their occupants 
were not. 


“Nevertheless, the savings with oil so impressed 
the owner of the gas-heated home that he con- 
verted to oil. While he didn’t save $80, his savings 
were comparable.” 

Horn says that experiment opened his eyes. 
He adds, “After all, I’m in the business to sell 
homes and I want to sell the homes with the heat 
people are likely to buy. I want to give them what 
they want, and they want oil heat.” 


How to Make 


The big idea is to plan your move 
to streamline existing operations 
and lay groundwork for growth 


Sapa ALMOST 75 YEARS in one place, a Ro- 
chester, N. Y., oil-heat jobber moved to new 
headquarters this spring. For Langie Fuel Service 
Inc., Mobilheat jobbership with 15,000 accounts, 
the move means more than a new address. It’s a 
definite step to company growth. 

The move consolidates various departments and 
branch offices in one central location. This allows 
increased operating efficiencies and economies, bet- 
ter supervision of personnel, and greater integration 
of departments. It also paves the way for automa- 
tion. The company is checking into punched-card 
equipment for accounts receivable, degree-day de- 
liveries and billing. For a smooth-running program 
of this kind, all operations should be under one 
roof. 

As a big extra dividend, Langie Fuel has a new 
face. President Louis A. Langie Sr. calls it “as fine 
as any in the eastern part of the United States in 
the way of a retail fuel office.” It was unveiled with 
a gala grand opening for the public. 


Why Langie Had to Move 


Even if punched-card equipment isn’t installed 
for some time yet, Langie feels the move was a 
good one. For at least 25 years, Langie Fuel has 
been scattered over the city on this basis: 

e@ Headquarters at 330 Main St. E. was the 
nerve center for Langie’s accounting, credit, and 
collection departments. It was the showroom for 
heating equipment. Fuel orders were received and 
bills could be paid there. Company officers were 
located there. 

e@ Fuel-oil headquarters were elsewhere along 
Main St. E., about one-half mile from the main 
office. Its staff of 14 included fuel-oil salesmen, 
degree-day clerks, and billers. Fuel orders received 
at the main office had to be relayed here. 

e@ Heating-equipment and home insulation head- 
quarters, also on Main St. E., were about a mile 
away. The 35-man staff included equipment instal- 
lers, burner service men, and insulation crews. 

e@ On the west side of the city, Langie Fuel had 
a small office (two people) to receive orders and to 
collect from walk-ins. 

e A similar small office for the same purpose 
was maintained on the south side of the city. 

In the last few years, it became apparent that 
these small offices weren’t pulling their weight. 
They had handled a lot of collections once but 
weren’t as busy now. “Five years ago,” says Langie, 
“we made arrangements with the largest bank in 
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Your Move Pay 


the city to act as our collection agency, so that our 
accounts who used this bank and its branches could 
pay their bills easily. Today we have the same ar- 
rangement with the other banks in the city.” That 
means Langie Fuel’s accounts have about 55 places 
where they can pay their fuel bills. 

Naturally, the number of accounts who paid at 
the two small branch offices dropped off. “We had 
to find work to keep those people busy,” Langie 
says. “That meant farming out some of our main- 
office work to them.” While the idea worked fairly 
weil, it wasn’t convenient. Somebody at the main 
office had to assemble the work to be farmed out; it 
had to be delivered; it had to be picked up. “It was 
getting too costly to do it that way,” Langie says. 

As for the other two branches, communications 
between them were poor. While each did the job 
it was supposed to do, neither knew much about 
the other or how each fitted into the over-all scheme 
of things. There was, as Langie puts it, a lack of 
integration. 

Setting up meetings at the company office for 
these separate departments wasn’t easy. “To get to 
the main office,” Langie says, “they had to use their 
own cars or public transportation.” Either way, 
time was lost, especially in the winter. After meet- 
ings broke up, it took time to get back to separate 
offices and to work. 


Benefits of Moving 


Now, for the first time, 100 of Langie Fuel’s 135 
employes are working together. All operations ex- 
cept truck drivers are in the new two-story build- 
ing. All company officers and top-management of- 
ficials are together. Fuel-oil sales, heating-equip- 
ment sales, insulation sales, burner service, degree- 
day clerks, billing and accounting people work in 
separate areas of the new office but are close enough 
to mesh into the central operation. 

“There’s a better working relationship between 
various department heads and department person- 
nel,” says Langie. “Problems that come up can be 
thrashed out quicker with everybody concerned.” 
Department heads can talk to each other over a 19- 
station intercommunication dial-phone system. Be- 
fore, it was always an outside call. 

Employes are better supervised. “They work bet- 
ter,” says Langie, “when the boss is around.” 

And because they are together in newly reno- 
vated and decorated office space (the new office was 
formerly used by Rochester Telephone Co.), there’s 
an improvement in employe morale. The offices and 
work areas are light (modern fluorescent lights are 
recessed in the ceilings), airy (walls are painted in 
pastel colors picked by an interior decorator), com- 
fortable (the whole building is air-conditioned), 
with a pleasant atmosphere (drapes are used as 
interior decorations, all office furniture is new and 
some of it is in two-tone color schemes). In addi- 
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Langie Fuel Service’s move consolidates four office loca- 
tions in a modern building with bright customer lobby 


Efficiency is greater with all operations centralized. 
Employes work better with boss around, says the jobber 


Pree x 


New office front, with displays in window, ‘makes us 
look more modern, like modern oil heat, says Langie 


tion, noisy billing and accounting machines are in 
a room with walls, and ceiling is acoustical tile so 
other workers won't be distracted. The company 
even pipes in music to all offices and work areas. 
Comments Langie, “I like it, but I wish they would 
step up the tempo of the music a little more.” 

Sums up Louis Langie Jr., vice president in 
charge of the fuel-oil division: “It makes us look 
more modern, like the modern oil heat we are 
always telling our accounts about.” 

The economies from the consolidation move 
can’t be put in dollars and cents yet, says Langie 
Sr. “We’re paying less rent, less for light and less 
for heat than before,” he says. While he has all units 
of his company together, the room they take up is 
less than when they were separated. This doesn’t 
mean the work force is crowded in its new office— 
far from it—but that more economical use is being 
made of the space. “We have about 12,000 sq. ft. 
of area now,” Langie says, “which is less than we 
had before.” 
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How to Be 'In' With Bankers 


A banker tells you how to get bigger loans 
and better advice, explains how you can raise 
money by ‘freeing’ your own capital 


gates jobbers and bankers have a com- 
mon ground, says Halsey Smith, president of 
Casco Bank & Trust Co., Portland, Me. Both are 
in business to operate profitably, to grow, and to 
prosper, he told Maine oil men recently. “Thus 
you have a perfect basis for a strong and construc- 
tive relationship.” 

“In your banker,” says Smith, “you have a sym- 
pathetic counselor who is available to you con- 
stantly at no expense to you, and one who can 
objectively guide you toward a mutual objective. 
Your first job is to develop this relationship.” 

Here are Smith’s do-and-don’t ground rules: 

e@ Don’t drop in to see your banker only when 
you hit him up for a loan. See him occasionally 
when you don’t need money. This gives you a 
chance to discuss your business, and gives him a 
chance to learn more about you. 

e Treat him as a partner. This will give you 
the benefit of another management mind. 

e Anticipate your financial needs in advance to 
give your banker a chance to think. His respon- 
sibility to his stockholders, depositors, and the 
community demand this. 

@ Don’t wait until the last minute to ask for 
a loan. Your ability as a manager is suspect if 
you hit the panic button to solve a problem you 
should have anticipated. 


How a Banker Thinks 


An up-to-date balance sheet and profit-and-loss 
statement aren’t the only tools a banker uses in 
deciding if you’re going to get the loan, Smith 
says. “No two bankers,” he adds, “ase the same 
yardstick in measuring a loan request, but in the 
end they cover the same general ground.” Here’s 
how Smith goes about it. He wants the answers 
to these questions: 

Who are these people? “If you have developed 
a relationship with your banker, these questions 
are answered automatically,” Smith maintains. 

What’s the loan needed for? “If it’s for an eco- 
nomically sound purpose,” Smith adds, “I’m in- 
terested.” 

How will the loan be repaid? “There are only 
two ways,” Smith says, “in which a loan can be 
repaid: (1) conversion of a capital asset or (2) 
through earnings. It’s obvious that the latter is 
what I’m looking for.” 


Is there sufficient cushion in the loan? “Suppose 
Pp 
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your forecast of an operation is affected adversely. 
Is there enough fat on your bones to survive it?” 
Smith asks. 

Does this proposition make sense? “I’ve got to 
be satisfied with all the answers,” Smith says. 


How to ‘Find’ Capital 

Lack of adequate capital, Smith says, is the 
jobber’s single greatest problem, a load he shares 
with most small businesses. Two common ways 
of raising capital—investing more savings in the 
business and selling stock to outsiders—are usually 
closed to jobbers. “You haven’t any more savings 
to invest,” Smith says, “because you’ve found it 
hard to retain sufficient earnings after taxes. Sell- 
ing stock is out because you may not want to 
cut the pie with someone who hasn’t contributed 
to past growth, and the investment opportunity, 
which is local and highly seasonal, isn’t as attrac- 
tive as others.” 

A third way—the long-term loan—is difficult, 
but not impossible, Smith says. “You must have 
a record of established earnings, the prospect of 
continued profitability, be able to handle a sched- 
ule of equal monthly payments year-round, offer 
strong collateral (trucks, real estate, buildings), 
and agree to retain a good percentage of earnings 
to replace the loan you have paid.” 

Your best bet to find more capital, Smith says, 
is to look over your business for ways to “free” 
capital. Here are some places to look: 

Trucks—“If your trucks are idle in the summer, 
wouldn’t you be better off owning only enough for 
your minimum volume and then renting additional 
units during peak seasons?” Smith asks. 

Inventory—‘If you are overstocked in spare 
parts, new equipment or other items, you have 
dollars tied up in merchandise that isn’t moving,” 
Smith says, suggesting that you cut inventory down. 

Receivables—Look for ways to keep them down, 
Smith advises. “Most of the trouble starts with 
the temptation to take marginal business just to 
beat your competitor.” 

Salaries—Give up the temptation to “live like 
a king,” Smith says, and be satisfied with normal 
living to plow back profits so your capital grows. 


For an exclusive report on oil heat’s prospects and plans, please turn to page 113 
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INSTANT INVOICING—a complete invoice is 
calculated and printed automatically, right at 
the point of delivery! 


The amazing new Lockheed Computing Register, 
installed on your trucks, prints a complete, accurate 
invoice the instant oil delivery is completed. The 
driver simply inserts the ticket and turns the handle; 
makes the delivery; then turns the handle back. The 
invoice is calculated and printed automatically. 
Result—Jnstant Invoicing gives you new profits 
through savings in these 3 important ways: 


1. CUTS DELIVERY COSTS—Lockheed’s Comput- 
ing Register prints a complete invoice in less than 
a second. Saves at least a minute per delivery. 
Makes your trucks more productive. Your driver 
does not waste time calculating and then filling in 
the delivery ticket. He just cranks the handle. Jn- 
stant Invoicing can substantially reduce delivery 
cost—probably your single biggest expense. 


2. SAVES BILLING EXPENSE—the Computing 
Register makes the delivery ticket your customer’s 
invoice. It instantly does all the figuring—with or 
without sales tax or discounts. Think how this can 
reduce your overhead! It saves unnecessary billing, 
cuts clerical time required for checking and extend- 
ing delivery tickets; and for typing, handling and 
mailing invoices. It provides record copies for you, 
too. Instant Invoicing means faster settlement of 
accounts receivable and elimination of costly errors. 


3. REDUCES “LOST” GALLONAGE—the Register 
computes tenths of gallons. If you have been round- 
ing off your figures to the nearest lower gallon, you 
have been taking a beating on “lost” gallonage. 
With the Computing Register, you get paid for 
every drop of oil you deliver. This extra feature 
of Instant Invoicing can add up to a tidy extra profit 
for you each season. 








FACTS AND FIGURES show you how Instant Invoicing 
builds extra profits through savings. 


The three major benefits of Jnstant Invoicing —savings 
on (1) delivery cost, (2) billing expense, (3) “lost” 
gallonage —each earn you an extra fraction of a cent per 
gallon, fractions that add up to important extra profits. 
Below we show how Instant Invoicing with the Lockheed 
Register works for the “average” fuel oil distributor. Of 
course your operation is different, but the savings defi- 
nitely apply to you, too! 


SSSSSHeeeeeeceeesesseeesesessesseseseeseses 


SAVE ONE MINUTE PER DELIVERY and you get an 
extra 25 minutes of “free” truck and driver time 
every day. Here’s how it goes: the average truck 
makes 25 drops a day. With /nstant Invoicing you 
save at least one minute per delivery. This means 
you get an extra 25 minutes a day and you cut the 
average delivery cost of 1.23¢ per gallon by 6%. 
Your profit through savings —.072¢ per gallon. 


BSeeeeeceeeeeeeeeeeeeeeeeeeeeoeeoeeeeed 


REDUCE OVERHEAD by cutting billing expenses. 
The average fuel oil distributor processes 15,000 
invoices per heating season through his. clerical 
staff. With Instant Invoicing, you can easily cut 
this in half and reduce your clerical needs. Since 
typical office overhead costs run .97¢ per gallon, 
reduction of clerical time can save you as much as 
10% of your overhead costs. Your profit through 
savings —.097¢ per gallon. 


CHARGE FOR TENTHS OF GALLONS and you in- 
crease your earnings yet another way with /nstant 
Invoicing. If you round off an average of only a 
quarter of a gallon at every delivery (and it’s 
usually more), you’re losing about 63¢ per day, 
per truck. That’s more than 1% of your gross 
profit! With the Lockheed Computing Register 
figuring tenths, your profit through savings—.012¢ 
per gallon. 








LS... 


«++ THESE OTHER IMPORTANT BENEFITS 


CUSTOMER CONFIDENCE. Your customers get 
a printed invoice that they know is complete 
and accurate. They respect this service, pre- 
fer to do business with an up-to-date outfit 
that handles invoicing efficiently and ac- 
curately. 


EMPLOYEE GOODWILL. Your drivers will 
appreciate Instant Invoicing. It saves them 
the discomfort of standing around in bad 
weather, going through a calculating chart, 
and then filling out a delivery ticket. 


COMPUTATION OF TAX AND DISCOUNT. 
Rates are assigned in advance at the office 
through use of notched delivery tickets. The 
register computes accordingly—automatically. 
Your driver does not have to be an account- 
ant. Saves work for your billing department. 
Eliminates another source of error. 


EASE OF OPERATION. It’s a cinch to use! Just 
insert the ticket and turn the handle before, 
then after, delivery. 


PRE-SET COUNTER. Gallons to be delivered at 
any given stop can be pre-set. Turns off pump 
automatically. May instead be used to indi- 
cate gallons left in truck. 


TOTALIZER. Separate indicator shows total 
gallons delivered, total sales tax and total 
dollar volume of all transactions. It’s an easy 
way to check deliveries at the end of each day. 


DEPENDABLE PERFORMANCE. The Lockheed 
Computing Register is completely mechan- 
ical and is designed for season after season 
of rugged service. It is backed with a full-year 
warranty by Lockheed—one of the world’s 
largest manufacturers. 





¢ 





THIS DELIVERY TICKET is ready for the customer. Lockheed Com- 
puting Register calculates and accurately prints the invoice. 


REGISTER PAYING FOR ITSELF FAST 


Since mid-February of the worst winter in a decade, 
Lockheed Registers have been tested in daily use by 
Meenan Oil Co. at its Pennsylvania operation and, 
since early April, on Long Island. One of the largest 
fuel oil dealers in the country, Meenan reports driver 
enthusiasm, customer satisfaction and a substantial 
saving in operating costs. 


William F. Kenny Jr., president of Meenan, puts it 
this way: “Our new Lockheed Registers promise to 
pay for themselves faster than any other equipment 
we ever installed. We’ve already proved that these 
Registers save at least one minute per delivery. And 
that means we have been delivering 2,500 more gal- 
lons per day, per truck. Our drivers are on an incen- 
tive basis and they really appreciate the difference. 


“In our multi-state operation,” says Kenny, “We find 
the ability of the registers to compute taxes or dis- 
counts, or both, a very helpful feature. It saves time 
and insures accuracy. 


“Here’s another point. Since the Lockheed Registers 
compute costs including tenths of gallons, we’re now 
getting paid for all the oil we deliver. 


“When we get all our trucks equipped with the Lock- 
heed unit, we'll be able to cut our clerical expenses 
sharply. 


“There’s no doubt in my mind that the Lockheed 
Computing Registers will pay for themselves fast—for 
us or for any fuel oil distributor.” 


FACTS YOU SHOULD KNOW ABOUT LOCKHEED ELECTRONICS COMPANY 
—manufacturer of the Lockheed Computing Register 


Now serving the fuel oil industry, Lockheed Elec- 
tronics is part of the Lockheed Aircraft Corpora- 
tion, whose engineering resources are now being 
applied to a wide array of new commercial and 


industrial products bearing the name “Lockheed.” 
Among these products is the Lockheed Computing 
Register that brings you new ways to improve your 
operation and increase your profits. 
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.-- With Butler buildings’ 


The precision construction and performance of 
Butler buildings can help to step-up profits for 
every division in the oil industry. No matter 
what the end use or the size of the building may 
be, you can be sure that your Butler building 
will be efficient and economical. 

Production, gas processing, refinery and 
transportation buildings for offices, laborato- 
ries, unit control buildings, maintenance sheds 
and warehouses are fire-safe and weathertight. 
Clear-span interiors up to 120’ wide offer you 
complete freedom of interior planning. Superior 
curtain wall systems offer you speed of con- 
struction, and maintenance-free economy. 


RATING 60 
ma rea 


standardized quality 


Marketing buildings for bulk plants and 
service stations offer these advantages . . . plus 
colorful, eye-catching attractiveness that builds 
community acceptance and attracts customers. 

Only Butler pre-engineered buildings offer so 
many construction exclusives which are a part 
of Butler’s standardized quality. Get full details 
on these features and the advantages of the 
Butler Building System before you build. Call 
your Butler Builder today. Ask him about fi- 
nancing, too. You'll find him listed in the Yellow 
Pages under “Buildings” or “Steel Buildings.” 


See Sweet's Industrial Construction File—Section 8-8 mar 
ETAL DUILDING MamUFACTURERS asSocianey 
crery 


BUTLER MANUFACTURING COMPANY 


48 
RiCaTiING Me™ 


7454 EAST 13th STREET « KANSAS CITY 26, MISSOURI 


Manvfacturers of Metal Buildings * Plastic Panels * Equipment for Farming, Transportation, Bulk Storage, Outdoor Advertising * Contract Manufacturing 


Sales offices in Los Angeles and Richmond, Calif. * Houston, Tex. * Birmingham, Ala. * Kansas City, Mo. * Minneapolis, Minn. * Chicago, ll. « Detroit, 
Mich. * Cleveland, Ohio * New York City and Syracuse, N.Y. * Washington, D.C. * Burlington, Ontario, Canada 
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NEW! JOYCE QUICK SPOT LIFT 
WITH PACK-HITE PROFILE...ONLY 3%,” 
FROM FLOOR...ELIMINATES CLEARANCE 
PROBLEMS WITH LOW-SLUNG CARS. 


LOOK FOR CARS TO GET LOWER LATER: 
THE RIGHT COMBINATION... PLS = , Sa 


Quick Spot’s new underslung arms 
and pack-hite pads. No higher 
than a pack of cigarettes! 


Write today for Bulletin 171-L 
THE JOYCE-CRIDLAND COMPANY 


2027 E. FIRST STREET, DAYTON 3, OHIO 
IN CANADA: MIDLAND FOUNDRY & MACHINE CO., LTD., MIDLAND, ONTARIO 
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Fuel Oil 


What's Ahead for Oil Heat? 


Leaving out oil heat’s new drive, economists say oil heat will grow, 
but its market share will decline steadily. Here's the outlook 


F UEL-OIL MARKETERS can expect a steadily de- 
clining share of the heating-fuel market during 
the next 14 years unless, as one puts it, the industry 
“pulls its socks up.” 

The best guess of economists—oil, government, 
competitive fuels, other industries—is that oil as 
a home-heating fuel has reached its summit and 
is on the downward slope. These economists see a 
decline in oil heat’s share of the total dwelling 
market over the next 14 years comparable to its 
growth during the past decade. 

This estimate is the result of a depth study by 
NPN of oil heat’s past, present, and future. It brings 
together the most authoritative and current ap- 
praisals of the energy market. (For more details, 
see NPN FACTBOOK ISSUE, 1961-62, p142.) 

But the economists leave out the intangible fac- 
tors expressed by the phrase “pulling its socks up.” 
They make their assumptions on the basis of pres- 
ent economic trends. Many oil marketers would 
have to conclude that in the case of oil heat, this 
basis misses the whole picture. For oil heat is in the 
grips of a sock-pulling campaign probably un- 
matched in its history. It’s on the threshold of 
what’s called the “new era.” 

More than ever before, oil heat’s future is what 
oil heat makes it. But here’s the cold economic 


climate in which oil heat must operate. Gas has progressed considerably more swiftly. 


In 1950 it held 26.6% of the available market (that 
is, the total number of dwellings). In 10 years gas 


Where Oil Heat Stands 


In 1950 oil was used to heat 22.6% of the 42.9- 
million dwellings in the United States. In 1960 the 
figure was 31.5% of 52-million dwellings—an in- 
crease in market share of 8.9 percentage points. 


built its share of the market to 43.1% —an increase 
of 16.5 percentage points. 

Electricity, a relative newcomer to the market, 
had by 1960 still captured only 1.5% of the total 
market. But this was more than double its market 


How the Fuels Stand in the Dwelling Market, 1950-1975 


(dwelling units, add 000) 
Gas Heat 


of Dwelling & of 
ket Units Market 


Other and Unheated 


wiect “Dwelling Sof 
larket Units Market 


Oil Heat 


Dwelling % 
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Electric Heat 
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9,687 6 11,385 
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22,400 43 
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6 0. 21,472 
1 i 
1 1. 
5 1,800 3. 
1 4. 
1 5. 


16,225 
12,410 
11,707 
11,004 
10,300 


16,760 27 ,366 


17,130 32,333 2,800 
17,500 25.4 37 ,300 3,800 


Sources: Energy in the American Economy, 1850-1975; American Gas Assn.; McGraw-Hill Economics Dept. 
*Includes both central and noncentral heating systems 
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Fuel Oil 


(Begins on page | 13) 


of 10 years before, a phenomenal rate of growth 
that appears likely to continue. Some consider elec- 
tricity oil heat’s biggest long-range competitor. 


What Economists Predict 


On the basis of hard trends, what do experts 
predict? 

e@ That in 1975 oil will command only 25.4% 
of the heating-fuel market, a decline from 1960 of 
6.1 percentage points. 

e@ That the gas industry’s share of the market 
will be 54.1% in 1975, an increase of 11 percent- 
age points. 

e@ That electricity will be used to heat 5.5% of 
all dwellings in 1975, up 4 percentage points. 

What’s the current potential market for all three 
fuels, and what will it be in 1975? 

There are 12-million dwellings in the U. S. today 
that are either unheated or using solid fuels. In 
1975, economists predict, there will be 68.9-mil- 
lion dwellings, or 16.9-million more than there are 
now. (There will actually be more new dwellings of 
all types built between now and then; the additional 
ones will replace others that are torn down.) 

The advances of all three competitive fuels be- 
tween now and 1975 will reduce the number of 
unheated dwellings and those using solid fuels to 
10.3-million. If the predicted division of the mar- 
et comes to pass, gas will win another 14.9-million 
dwellings, electricity another 3-million, and oil 
only 1.1-million from the expected net new market. 
(The foregoing is based on the total number of 
dwelling units, which, for the purpose of the studies 
made, includes apartments as well as houses.) 


What About Housing Starts? 


Oil heat is being hit hardest in the new-home 
market. While the number of total dwelling units 
(including apartments) heated by oil has increased 
each year and is expected to continue to increase 
for the next 14 years despite a falling share of the 
market, the number of new homes as well as the 
share of the market for oil heat is dropping. 

In 1940, when 602,600 new single-family, non- 
farm homes were constructed, 13% of this new 
market went to oil, 47% to gas, and none to elec- 
tricity. Solid fuels had for the ramaining 40%. 

In 1950, 1,396,000 new houses were built. In 
that year oil did relatively better, taking 33% of 
the new market, while gas took 64%, electricity 
1%, and other fuels 2%. 

The year 1956 marked a big turning point for 
oil, statistically speaking. Of the 1,118,000 new 
houses built, oil heat was installed in only 21%, 
while gas was used to heat 72%, electricity 1%, 
and other fuels 6%. 

In 1960, the best estimates indicate that oil heat 
was installed in only 8% of the 1,215,000 new 
houses built, gas heat was installed in 80%, elec- 
tricity in 10%, and other fuels were used in 2%. 


Oil's Blueprint 


Under National Oil Fuel Institute, 
here’s how oil heat plans to beat 
competitors in the years ahead 


O" HEAT is doing big things to become more 
competitive in the home-heating market, but it 
must do even bigger things in the future if it hopes 
to move ahead. 

This conclusion comes from Oil Heat Institute’s 
final convention late in April in Washington, D. C., 
and from American Petroleum Institute’s fuel-oil 
committee meetings in Point Clear, Ala., last 
month. 

At OHI’s meeting, Glenn L. Werly, president of 
National Oil Fuel Institute, OHI’s successor, in- 
dicated NOFI was charting a course that would 
soon put it into new fields of action. 

At API’s fuel-oil committee sessions, steps were 
taken to continue burner research for a second 
year, to try to curb builder-subsidy programs of 
utilities, and to counter electric heat’s growth 
potential through development of an oil-powered 
air conditioner. The committee heard that light- 
weight, easy-to-assemble, corrosion-proof home 
storage tanks may soon be feasible. 


What NOF!I Plans to Do 


Werly, speaking for the first time to a sizable 
segment of NOFI’s new marketing-distribution and 
equipment-technical divisions, said part of NOFI’s 
new program will be in action by fall. Among new 
plans he outlined for NOFI are the following: 

e@ Improve oil heat technically. Fortify the oil- 
heat product in relation to competition in codes, 
ordinances, and industry standards set up for the 
performance of fuel and equipment. Do it with 
know-how, manpower, and money. 

e Move into national advertising. The program 
must be carefully designed to fit requirement of 
oil heat’s geographical segment of its national 
market, and themes must be flexible for regional 
appeal. 

e@ Conduct thorough market research. Com- 
plete, up-to-date information can provide a much- 
needed guide not only for advertising but also for 
setting up basic data for effective sales action for 
many segments of the industry. This will enable oil 
heat to gauge its position against gas and electric 
competition as well as the potentials for its market. 

e Step up education and training. Many in the 
industry are doing a good, effective job, thus de- 
monstrating the value of proper training and 
education. This activity should be expanded to 
cover all areas. 

OHI’s education committee has been working in 
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for the New Era 


this direction. The new test for certifying installers 
is being whipped into shape and may be tried as 
early as next month. The servicemen’s examination 
is being revised. 

For The Future—NOFI’s plans aren’t limited to 
the above. There are many more that will be 
seriously considered. These will be listed on a pri- 
ority basis, then analyzed and studied before action 
is taken. Among them are: 

e@ Working with builders, architects, plumbers, 
heating contractors, and government officials to im- 
prove oil heat’s position in the new-home and re- 
placement markets. 


e Acquainting the public with the truth about 
oil heat in regard to (1) cleanliness, (2) air pollu- 
tion, (3) safety, and (4) efficiency. 

@ Joining associations and organizations that 
provide an avenue of action and that are a key 
influence in many fields. 


What Are NOFI’s Problems 


NOFI’s success, Werly says, depends in part on 
the soundness and practicality of its organization 
and the benefits it can bring to its members—re- 
finers, jobbers, equipment and accessory manufac- 
turers. Werly says two basic problems that plague 
the industry and could hold NOFI back are: 

@ Some NOFI members and potential members 
do not appreciate the magnitude of the challenge. 
This situation exists even though the danger is well 
documented, with declining fuel-oil demand and 
burner sales compared with gas and electric heat. 

@ Some NOFI members and potential members 
realize what’s involved in the gas and electric-heat 
challenge, but seem to feel little or nothing can be 
done about it. 

In a pitch to get more than 19 refiners into 
NOFI, Werly says, “No single refiner can meet the 
competition challenging the oil industry. Nor can 
a refiner operate profitably without a market for 
his middle distillate. Refiners who don’t join NOFI 
are shortsighted in failing to support a $2.5-billion 
oil market in which they have a stake. Once the 
market is lost, it won’t return.” 

‘ve oo : 


What's on API's Mind? 


Burner Research—API’s fuel-oil committee rec- 
ommends that API make additional funds avail- 
able to continue the burner-research project for a 
second year (the first-year project is now getting 
under way). While no sum was mentioned, API will 
probably be asked to ante up another $500,000, the 
same as the first-year. 

Contracts for various phases of the burner-re- 
search project were signed with commercial labs in 
April, David Locklin, research coordinator, told 


ugtin et 
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‘I predict that 1962 can be a very important year in all 
our business lives,’ says NOFI president Glenn L. Werly 


the committee. Major-company labs, in addition, 
are doing research work on the following: 

@ Spray-droplet size: Esso Research & Engi- 
neering Co. 

@ New means of atomization: Gulf Research & 
Development Co. 

@ New ways of vaporizing oil: American Oil, 
Atlantic Refining, Esso E & R, Shell, and Socony. 

e@ Better air-oil mixing: Atlantic, Shell, and 
Esso E & R. 

e Surface combustion: American. 

Air Conditioning with Oil—Calvin D. Mac- 
Cracken, research engineer, urged oil to look into 
the development of an oil-fired air conditioner. It 
would be a single-purpose, cooling-only unit, as 
compared with the dual-purpose heating and cooling 
equipment now on the market, and would be a 
central installation, not a window unit. 

MacCracken called developing and selling the 
oil-fired, single-purpose unit the best way to slow 
down the growth potential of electric heat. (To 
supply electricity for air conditioning, utilities will 
have to enlarge generating facilities. To keep these 
facilities going in the off-peak air-conditioning 
season, utilities try to sell more electric heat.) 

Builder-Subsidy Programs—Subcommittee _re- 
ports on builder-subsidy programs by gas and elec- 
tric utilities were turned over to API’s legal com- 
mittee for a ruling on legality of the program. The 
gas subsidy report by Carl Johnswold of Pure Fuel 
Co., Chicago, and the electric subsidy report by 
Charles Kramb, heating-oil sales manager for Gulf, 
indicate some subsidy programs actually forced 
builders to accept gas or electric heat when they 
really wanted oil. 

Johnswold commented, “Are we going to allow 
our potential markets to be taken away without a 

(Continued on page 118) 





NATIONAL PETROLEUM NEWS °* June, 1961 





’ WHATILL” 
IT | 
GET 
YOU 
? 


You name it. There’s a whole catalog full of dandy items — tabs saved up, just look through your catalog and tell us 


you can get absolutely free with Autolite Spark what you want. Enclose the required number of 
Plug box tops. Watches, encyclopedias, over 500 end tabs. It’s that simple. You don’t sell Autolite 


separate gifts, all free .. . if you sell Autolite Spark Spark Plugs? Here’s what to do. Call your Autolite 


Plugs. All you do is tear off the part num- » supplier. He'll be over pronto with the 
ber end tab from each Autolite Spark AUTO LITE whole program and enough spark plugs 
Plug box. When you've got a nice pile of to get you started. Phone him now. 
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struggle? Here is an industry (gas) that is permitted 
to maintain a cloak of respectability for actions 
which would be frowned upon by our government 
it used by companies operating without the sanc- 
tion of a public commission, which is supposed to 
protect the public welfare.” 

API’s group went further. It recommended that 
NOFI study “documented information” on electric- 
utility subsidy plans, then recommend to its own 
directors a program “to meet this competitive dis- 
advantage.” 

Modern Degree-Day Data—Wiley Butler, of the 
new-projects subcommittee, suggested a new sub- 
committee (either in API or NOFI) to study the 
effects of wind, humidity, sun, and cloud cover on 
oil consumption, then work out a formula, includ- 
ing these variables, for figuring fuel consumption. 
Most present degree-day methods, Butler says, 
don’t take these weather factors into consideration. 
Hence jobbers have oil runouts. 

Plastic Storage Tanks—A subcommitte check- 
ing into lightweight, easy-to-assemble, corrosion- 
proof, storage tanks for homes reports cost of such 
tanks, compared with metal tanks, is still too high. 
The cost of basic materials for making plastic 
tanks still outruns the cost of a finished metal 
tank. “But,” says subcommittee chairman Joe 
Collins, of Buffalo, “since we started checking, 
the cost of plastic tanks has trended downward.” 

Another use suggested for plastic tanks: hot- 
water storage. 

Committee’s Own Future—Studies are being 
made to see what functions of the fuel-oil comit- 
tee can be assumed by NOFI. The future of the 
API body will be decided at a committee session 
prior to the general API meeting in November. 
There was a definite feeling that NOFI should 
take over all fuel-oil committee functions with the 
exception of the burner-research project. Adam 
Rumoshosky, API’s director of marketing, told 
the committee that if API management asked him 
the direct question, he “would have to recommend 
transfer of fuel-oil committee’s function to NOFI 
by Jan. 1 at the earliest.” 


What the Committee Didn‘t Do 


API’s fuel-oil committee discussed suggestions 
and recommendations on the following projects, 
but took no formal action: 

e To help finance the all-oil-powered house 
exhibit at New York’s World Fair in 1964 and 
1965. Originally conceived by OHI, the project 
may still be carried out by former OHI distribution- 
division members who now make up the marketing- 
division of NOFI. 


e@ To finance research work on oil-fired turbines 
to keep abreast of natural-gas developments in 
this field. Commercial and industrial oil-fired tur- 
bines are available (one would be used in the all- 
oil-powered home at the fair) but special funds 
were requested for research to develop smaller and 


lower-priced turbines for average homes. Oil-fired 
turbines would form a new market for No. 2 oil, 
generating electric power to heat and cool homes 
and industrial and commercial establishments. 

The two projects sell a concept of living, not 
just a concept of heating. This is what gas and 
electricity are doing. 

About $650,000 would be needed for the oil- 
powered Fair exhibit to demonstrate this concept. 
The money would be spent for developing the oil- 
fired turbine, for landscaping, for rental fees to 
the Fair and for staffing the exhibit. It would be 
in addition to $225,000 from Reynolds Aluminum 
to build an aluminum house for the exhibit. 

Another $100,000 would go into research to 
develop an oil-fired turbine for small homes. 

But major representatives on the fuel-oil com- 
mitte decided they needed much more data on both 
projects before they even consider approaching 
their companies for funds. 

Prime mover for research work on oil-fired tur- 
bines was MacCracken, who three years ago stim- 
ulated industry thinking along the lines of its pre- 
sent burner-research project. Contending that the 
“boat needs rocking again,” MacCracken said 
the industry, with its burner-research work under 
way “has moved a few steps forward while gas 
and electric heat have gone ahead a mile.” 

He said AGA reports that a Texas school install- 
ed a gas-fired turbine and generates it own electri- 
cal power (for heating and cooling as well), at a 
first cost lower than that of a conventional school 
(not air-conditioned) buying power from a utility. 

He said a shopping center in Phoenix, Ariz., 
is already using a gas-fired turbine for all three 
services, and predicted that a small gas-fired tur- 
bine for homes might be only two or three years 
away. 

He said that while burner research was aimed 
at making oil competitive with gas, the oil-fired 
turbine would also make oil competitive with 
electric heat. There was general agreement among 
other subcommittees of the fuel-oil group that 
electric heat is the competitor to be concerned 
about. Electric-heat installations were forecast to 
reach about 6-million by 1970. The electric in- 
dustry is now spending $2.5-million a year in con- 
sumer advertising to sell the idea of electric living. 

MacCracken maintained that oil couldn’t “leave 
all the important research” to gas. “You too, must 
get in there because your long-range competitor is 
electric heat,” MacCracken said. He showed a $22 
electric-heat unit that can be installed in air- 
conditioning ducts. Its output is 35,000 BTUs. 
Several units—no more than three at a total cost 
of $66—could be used to provide an entire house 
with electric heat. 

MacCracken says an oil-fired turbine can cost 
less than a gas-fired turbine. “With gas-fired tur- 
bines, you need a costly compressor for the proper 
pressure in the combustion chamber. With an 
oil-fired turbine, you can do it with the fuel pump.” 
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Fuel Oil 


Natural Gas: ‘Beware of Oil’ 


Oil heat’s new competitive drive is arousing gas utilities. They're 
talking about what they can do about it. Here's what they say 


[i pees OF THE MARCH of oil heat, warns an 
official of a natural-gas utility. He urges the gas 
industry to counter oil heat’s new drive. 

Gas men must not count out competition from 
oil, which is showing renewed interest in protect- 
ing its share of the market, and even trying to en- 
large it, cautions Robert F. Grier, residential sales 
manager of the Stamford (Conn.) office of Hart- 
ford Electric Light Co., a gas and electric utility. 


Storm Signals Are Out 


At a recent management conference of American 
Gas Assn. at Charleston, S. C., he cited American 
Petroleum Institute’s $500,000 burner research 
project to develop new equipment as an example 
of what the oil forces are doing. 

“If we want to maintain our lead, we must 
eliminate any notion that we can coast along,” 
said Grier. 

To back up this claim, he mentioned the con- 
clusion of members of Metropolitan Gas Heating 
& Air Conditioning Council of New York, a 
group made up of gas-company sales managers 
from 19 gas utilities in a five-state area. “They 
were unanimous in stating there is no sign of our 
competition weakening,” he said. 

All this differs from the attitude expressed three 
years ago (NPN—June ’58, p151) by a gas man 
who found oil weak in organization, money, and 
guidance; who charged that oil men never learned 
to sell; and who chided oil men for failing to pick 
up the idea of subsidizing builders. 


Why the Change in Attitude 

Grier cites many oil-heat and oil-heat-equip- 
ment developments that cause him to sound the 
alarm. In addition to API’s burner research pro- 
gram, they are: 

e@ New technical developments in oil-heat 
equipment. These include Iron Fireman’s Mark II 
unit (NPN—Mar. ’59, p111), “an oil burner which 
functions without the traditional chimney; “Esso’s 
new Watchdog burner (NPN—June °60, p123) 
“with twin synchro-clutch and a capvacitator motor 
that does away with the starting switch; “Shell 
Oil’s Ventres burner (NPN—June ’59, p108) for 
“complete burning of the fuel with a silent, smoke- 
free blue flame;” Gulf Oil’s research (NPN—Jan. 
‘61, p97; NPN—Aug. ‘58, p146) on a principle 
“which can eliminate combustion chamber, fuel 
pump, and combustion head, three primary parts 
of present burners;” Jet-Heet’s forced-air units 
with flexible ducts for easy installation (NPN— 
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Jan. ‘60, p80); American Thermocatalytic Corp’s 
Pyrocore (NPN—June ‘59, p108); and the Waller 
burner (NPN—May ‘59, p135). 

e A better oil product, “a chemically con- 
structed product with impurities largely removed 
by superrefining and with additives injected for 
easy flowing.” 

@ Oil-powered water heaters “which supply a 
flow of hot water faster than a family can use it.” 
Grier says gas people are feeling the effects of a 
sales campaign for oil-powered water heaters in the 
Northeast. “Many thousands have been sold. Most 
have replaced outgrown electric water heaters, 
but nevertheless, in getting the heaters in use, the 
oil people are attaining their prime objective — 
public acceptance,” he says. “They want the public 
educated to the fact that water can be heated 
reasonably with an oil-fired unit. An extensive 
campaign started four years ago and has never 
stopped,” he adds. 

e@ Wider use of oil-powered equipment. “Fuel 
oil,” he says, “is broadening its applications with 
other uses. Some are oil-powered air conditioning, 
refrigerators, oil-heated swimming pools, car heat- 
ing at outdoor theaters, large-area snow melting, 
and the future possibility of generating all electric 
needs for a home with an oil-fired turbine gen- 
erator.” 

For these reasons, Grier says, the gas-heat in- 
dustry cannot afford to coast along. “The public’s 
memory is short,” he says, “and the image we have 
instilled through hard work can be distorted by our 
competition, whether it be true or false.” 


Did Oil Miss the Boat? 


While oil heat seems on the march now, Grier 
says, it could have started sooner. He contends 
that when natural gas was making its big entry into 
the Northeast oil-heat area, oil had two extreme 
schools of thought: (1) that the oil industry was 
doomed, and (2) that natural gas couldn’t sell in 
an area dominated by low-cost oil. 

“No one,” he says, “took the third step and 
said, ‘Let’s get organized and look at the situation 
collectively.” That came four years later through 
Oil Heating Market Reports. 

Even then, Grier says, the attitude was negative 
from the start. “Instead of telling their dealers they 
should get serious about the way they did business 
and be concerned about the welfare of customers 
they then had, leaders started off by saying: “We 
have an obligation to the public to tell them that 
natural gas is not in the public interest.’ ” 








This picture symbolizes the cash savings to oil refiners that Canco’s new light- 
weight can of double reduced plate makes possible. e These savings come 
from both lower initial cost and reduced shipping weights. e After complete 
testing, both in the laboratory and in the field, Canco backs the satisfactory 
performance of its new light-weight oil can with a full warranty. 
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Canco estimates new light-weight cans of double reduced plate 
will save the petroleum industry $3 million a year. 


Most refiners are now ready to take advantage 
of this cost-reducing development. 
Are you ready? 


Canco engineering and technical services—available 
through any of our sales offices—are ready to help 
you convert to new cost-reducing light-weight cans. 

Per-case savings vary according to can specifica- 
tion. Total savings for the whole industry, however, 
could amount to more than $3,000,000 a year. 

Completely researched and tested 

The Steel Industry’s recent perfection of double 
reduced plate first made these new light-weight cans 
possible. Canco Engineers spent months in intensive 
research adapting the new plate to an oil can of 
value. Before putting the can into full-scale produc- 


tion, they put it through every kind of test—both in 
the laboratory and in the field. 
Backed by Canco’s full warranty 

These tests prove that the added strength of dou- 
ble reduced plate makes it a successful substitute 
for heavier-weight plate used in conventional oil 
cans. The strength of the new light-weight oil can is 
adequate for normal in-plant handling and subse- 
quent distribution. Shelf life is equal to that of 
the regular can. Canco backs the satisfactory per- 
formance of its new light-weight oil can with a full 


warranty. 


Full information is available from any Canco Sales Office. 


AMERICAN CAN COMPANY 


LUtbLOrL 
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FORD DIVISION, “ord olor Company, 


THE NEWEST REASON TO MAKE 
YOUR NEXT TRACTOR A FORD: 
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Ford H-Series tractors offer a choice of five Super Duty V-8’s or four proven Cum- 
mins Diesels for maximum performance, economy and durability! Over 500 
engine-transmission-axle combinations provide ‘‘job-fitting’’ economy on any run. 
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New Ford H-Series tractors have a short 28-in. BA for hauling 
maximum legal loads in most “bridge formula” states. And their 
compact 82-in. BBC dimension accommodates longer high-cube 
trailers. For greater payloads within their 76,800-lb. maximum 
GCW range, strong lightweight components are used wherever 
consistent with maximum durability. Extra-hi-tensile steel frames, 
fiberglass cab skirts, aluminum steering gear housing, and optional 
aluminum disc wheels, transmission cases and fuel tanks are 
typical examples of Ford’s weight-saving design. 

Ford H-Series models are quality-built to the most exacting 
standards in the industry. They’re the only tractors with gas 
engines so dependable they’re dealer-warranted for 100,000 miles. 
And maintenance-engineered design means fewer downtime 
delays . . . lower maintenance costs. 


SEVEN 
MORE 
REASONS 
WHY IT'S GOOD BUSINESS TO DO BUSINESS WITH FORD! 





You save from the start with Ford’s traditionally low 
prices, and your savings continue with low operating 
and maintenance costs. These facts are documented by 
certified test reports from America’s foremost inde- 
pendent automotive research firm. Ask to see these 
reports. They’re on file at your Ford Dealer’s. 


In addition to these dollar-and-cents savings, the 
following bonus benefits are yours with Ford Trucks: 


1. Rigid quality controls give you the strongest safeguard 
of truck reliability ever. Modern, exclusive-truck manu- 
facturing facilities, with emphasis on quality every step 
of the way, are designed to give you a Ford Truck that 
is as free from defects as a truck can be. Tangible results 
of these high standards are Ford’s new warranties. 


2. Exclusive 100,000-mile warranty (or 24 months) on 
401-, 477- and 534-cu. in. Super Duty V-8’s is the most 
liberal in the industry. Each major engine part (includ- 
ing block, heads, crankshaft, valves, pistons, rings), 
when engine is used in normal service, is warranted by 
your dealer against defects in material or workmanship 
for 100,000 miles or 24 months, whichever comes first. 
The warranty covers full cost of replacement parts. . . 
full labor costs for first year or 50,000 miles, sliding 
percentage scale thereafter. 


3. 12,000-mile warranty (or 12 months) on all 1961 Ford 
Trucks of every size is further evidence of the confidence 
Ford has in its quality controls. Each part, except tires 
and tubes, is now warranted by your dealer against 


defects in material or workmanship for 12 months or 
12,000 miles, whichever comes first. The warranty does 
not apply, of course, to normal maintenance service or 
to the replacement in normal maintenance of parts such 
as filters, spark plugs and ignition points. 


4. Special fleet financing can be arranged by your Ford 
Dealer. It’s available for owners of two or more trucks, 
and provides the opportunity to precisely tailor pay- 
ments to your income patterns or depreciation schedules. 
This fleet-fitted financing offers substantial savings and 
frees your working capital. 


5. Sales engineers and service specialists in 36 district of- 
fices are on call to solve special truck problems. Work- 
ing with both dealers and customers, these experienced 
truck men represent another extra step Ford takes to 
provide your continued satisfaction. 


6. Replacement parts depots at 26 strategic locations 
across the country quickly supply needed parts from 
ample stocks. Ford’s entire supply system is geared to 
give you faster service and reduce costly downtime .. . 
wherever you are. 


7. 6,800 Ford Dealers, including 280 specialized Heavy 
Duty truck dealers, can keep your trucks ready to go 
wherever they go. From coast to coast, fast Ford 
service—gas and Diesel—is always close at hand. 


From Super Economy pickups to Diesel-powered 
tractors, you can now fill every truck need up to 76,800 
pounds GCW with a modern, money-saving Ford Truck. 


QUALITY-BUILT...MAINTENANCE-ENGINEERED 


FORD 
TRUCKS 
COST LESS 
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Competing with service station dealers coast to coast, 
Moorestown, New Jersey, named “Retailer of the Year” by Brand Names Foundation, Inc. 


Atlantic dealer Charles Lott, 


Atlantic dealer wins highest Brand Names Award 


Mr. Charles Lott of Moorestown, New 
Jersey, was named “Gasoline Retailer of 
the Year” by Brand Names Foundation, Inc. 
The competition was open to service sta- 
tion dealers throughout the United States. 


As a businessman, Mr. Lott has built up 
the reputation of his station by offering his 
customers quality products and dependa- 
bie service. In addition to this, he is a Civic- 
minded citizen who sponsors and actively 
participates in desirable community proj- 
ects. A sound knowledge of his business 
and a real desire to serve his community 
have earned him the impressive Brand 
Names tribute. 


Mr. Lott is the sixth Atlantic dealer since 
1952 to win the Brand Names First Award. 
For the last three years, Atlantic dealers 
have placed first in this important compe- 
tition. Over-all, 21 Atlantic dealers have 
won recognition by being named among 
the top five winners. 


The Atlantic Refining Company is justi- 
fiably proud of Charles Lott. To us, he is 
a symbol of over 8500 independent busi- 
ness men-—Atlantic dealers from New 
England to Florida. These are the men who 
stand behind the familiar Atlantic sign 
...the men who bring life to the words 
“Atlantic keeps your car on the go.” 


THE ATLANTIC REFINING COMPANY 


Producer, refiner and marketer of quality petroleum products 


For the third straight year, 
Cuyahoga Falls, Ohio, Atlantic 
dealer Elisworth Frazier was 
named among the top five win- 
ners in national Brand Names 
competition. 


REG. PENDING 





COMPACT REFLECTION 


Compact is the word for Smith-Erie Salesman 


48" pumps. Low and behold! Customers in 


today’s down-to-earth compact cars can easily 
read the large, eye-level dials. 

















SMITH-ERIE SALESMAN “48” SINGLE PUMP 
Smith-Erie’s compact pump — a short 48” 
unit for better visibility. Large, sloped-back 
eye-level dials are clearly read day or night — 
by night with normal overhead station lights. 
For the new, lower cars, both customers and 
attendants can easily see the amount of sales. 
One-hand motion to reset computor and start 
motor. Hose nozzie and hose are flat against 
side of pump. Heavy-duty, high-speed Sales- 


SMITH-ERIE SALESMAN “48” TWIN PUMP 

The Salesman ‘‘48"' is also available in a twin. 
The twin pump or dispenser is the same size 
as the single pump — base 17”x 2344”. The 
side-mounted nozzle holster permits even 
greater space saving. The twin dispenser may 
be had for either one or two products — the 
twin pump for one product only. Existing 
single pumps can be easily replaced as this 
twin fits in the same island space. The ideal 


SMITH-ERIE L-3 SINGLE PUMP 

Here is the first, finest and most imitated 
canopy pump on the market today. Modern, 
streamlined styling enhances the appearance 
of any service station. Dual-purpose canopy 
conceals the lighting and protects the dial face 
from rain, snow and dirt. The wide dial face 
is framed in staini steel. Available with re- 
tractable hose. Equipped with famous PM 2 
meter and Veeder-Root computer. Also avail- 





man “48” pumps are also available. pump for more volume. able as a heavy-duty pump at 23 gpm. 
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SMITH-ERIE L-3 TWIN PUMP 

Smith-Erie L-3 pumps are also available in one 
or two product twins — in retractable outside 
hose only. Smith-Erie twins have the same 
outside dimensions as the single pumps. They 
occupy a minimum of island — while pro- 
viding service to two t 

ly. All Smith-Erie L-3 pumps are easy to main- 
tain — stainless steel dial frame and scuff 
plate protect finish from damage. Panels are 
of bonderized steel, prime-coated and enam- 
eled — easily changed or removed. 


ae Oe 
AO.Smith 


Smith- E_.._ Division 


Factory: 1602 Wagner Avenue, Erie, Pennsylvania. 
Offices: Atlanta 5, Georgia; Chicago 3, Illinois; 
Houston 2, Texas; Los Angeles 17, California; New 
York 17, New York; Newark, California; Tulsa, 
Oklahoma. Canada: Toronto 12; Vancouver 1. A. 0. 
Smith INTERNATIONAL S.A., Milwaukee 1, Wis., U.S.A. 








SMITH-ERIE COMMERCIAL PUMPS — The Smith-Erie line includes 
pumps for commercial applications — for airports, boat docks, bus 
terminals, farms, plants and truck fleets. Pictured from the left are 
Smith-Erie farm fueler, commercial unit with totalizing counter and 
airport-marine dispenser. 


Besides gasoline pumps and dispensers, Smith-Erie produces 
petroleum meters in a complete range of sizes and pressures, 
and a wide range of metering accessories. Write direct for 
further facts on any of these Smith-Erie products. 


Litho in U.S.A. 











Esso’s campaign won President Kennedy’s endorsement, gained wide publicity and many new customers for Esso dealers 


Dealer Prestige: Does It Pay? 


Yes, say two big marketers. They're convinced that if you sell the 
dealer, you sell the product. Here's what they're doing to prove it 


ARKETERS are finding out that it pays off 

to build the prestige of dealers in their com- 
munities. Time and money thus spent, they report, 
have increased gallonage, improved TBA and 
service sales, multiplied “regular” customers, and 
provided free or low-cost publicity and a better 
“public service” image of their companies. 


There’s a definite trend among some companies 
to recognize this activity as a necessary foundation 
for their more direct merchandising programs. 


Behind their thinking lies this simple truth: 
Consumers, given a choice, will buy from the man 
they like and respect. Sell the dealer and you sell 
the product. 


The validity of this truth was tested in a two- 
year experimental program just completed by the 
Esso Standard division of the Humble Oil and 
Refining Co. 


And in the TBA field, Purolator Products Inc., 
has endorsed this approach as the “dynamic new 
marketing philosophy” without which it might not 
profitably exist. Purolator and Esso are spending 
hard cash on dealer prestige-building programs. 

Every month, U.S. dealers make 300-million 
public contacts, and the impressions thus created— 
good or bad—are lasting ones. Surveys show con- 
clusively that such impressions are stronger factors 
than either price or brand in determining whether 
a customer will return. 
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How Esso Does It 

Esso had this in mind when it launched its 
large-scale experiment in what it calls “dealer pub- 
lic relations.” 

The goals of the Esso program are: 

—To improve the status of the dealer. 

—To increase his public contacts and thus his 
business. 

—To identify dealers, and through them, the 
company, as civic leaders in the public mind. 

—To associate the company, through its dealers, 
with worthwhile community causes. 

—To create public friendliness for dealers and 
company that would be expressed in support for 
Esso actions and in the purchase of its products. 

—To gain greater understanding and acceptance 
of the oil industry at large. 

Public Affairs—Perhaps the most spectacular 
success for Esso’s program was won in its “Get 
Out and Vote” campaign in Long Island and West- 
chester county in the three months preceding last 
November’s national elections. 

Representatives of Esso’s dealer organization 
called on the League of Women Voters and offered 
facilities for information booths, display material, 
and nonpartisan election literature in the league’s 
name, and local newspaper and radio advertising. 

Said a dealer: “All I did was put up a few 
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Voters come to learn and stop to buy 


COURTESY OF Your 


Ess0) 
DEALER 


signs, a board, and a stack of booklets. Then I 
sat back while the ladies did the work, looked at 
my pictures in the newspapers, accepted congratu- 
lations for what I was doing, and tried to keep 
on top of the new business that came in.” 
Another dealer reported that more than 200 
people sought election information at his station 
in a single week and “many returned as customers.” 


The program won the endorsement of both 
presidential candidates. President Kennedy stopped 
at an Esso station in Westchester County to deliver 
a campaign speech. Former Vice President Richard 
Nixon interrupted a tight schedule for 10 minutes 
to congratulate an Esso dealer on Long Island 
whose “Register and Vote” sign caught his eye. 


The result was thousands of dollars worth of 
direct newspaper, radio, and television publicity 
obtained free, immeasurable prestige gained for 
company and participating dealers. The dealers 
reported many new customers. The cost to Esso 
was about $12,000 for display material, election 
literature, and advertising. The program cost deal- 
ers nothing. 


Highway Safety—Esso believes it is natural for 
the public to associate an oil company with high- 
way safety, and decided this was one of the best 
ways of involving dealers in community affairs. 
Dealers were provided with printed material on 
highway safety for distribution to the public and 
to schools; their names were put on highway-safety 
posters; highway-safety films were made available 
for local showings under dealer sponsorship and 
dealers were given company assistance in recruit- 
ing speakers to lecture on safety before local 
schools and civic groups. 


These and other projects all won favorable pub- 
licity for Esso and its dealers. Even more tangible 
results accrued from the offer of free safety checks 
for cars at what came to be known as Esso Safety 
Servicenters. Such checks provided wonderful op- 
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Safety checks boost sales opportunities 
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portunities for recommending replacements, repairs, 
and adjustments. 

Other dealer projects Esso pushed: 

e Films and slides. These included many trav- 
elogues promoting travel by car, and were made 
available through dealers to clubs, schools, and 
other interested groups. 

e Teaching Aids. Kits used by many elemen- 
tary and secondary schools to supplement textbooks 
were displayed at service stations and supplied to 
schools or individual teachers on request. 

e@ Conservation and tourism. Dealers circulated 
Esso films and then participated in local projects 
which would associate them and their company with 
the wise and enjoyable use of lakes, rivers, and the 
countryside. Working with garden, and fish and 
game clubs, they promoted interest in flowering 
shrubs and plants and became sources of informa- 
tion for visiting fishermen, hunters, and sportsmen. 

The Payoff—Esso says dealers found themselves 
being accepted more as equals by other business- 
men in their communities, winning public acclaim 
for participation in local affairs, and, with little ef- 
fort, winning customers from contacts made in 
activities completely unrelated to the marketing of 
their products. 

They became more talented at developing busi- 
ness potential, their morale soared, and they be- 
came more sympathetic towards the company’s 
problems, more aware of their own responsibilities. 

And Esso found that dealer turnover dropped as 
their stature in the community improved. 


How Purolator Does It 


Recognition of the need to give the dealer a 
strong voice and to ensure that it is heard inspired 
the entire sales program of Purolator. 

Purolator’s advertising manager, John W. Puth, 

(Continued on page 130) 
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PUROL TOR FILTER® * 


Lightburn: ‘Do more to sell the dealers’ 


This new 8% minute sound-slide film is 
available for your sales meetings. It de- 
scribes the need for replacing valves with 
every tire sale or repair...shows how 
dealers can prevent tire “adjustment” 
headaches and make more TBA profits. 
(Comes complete with meeting outline and 
suggested demonstrations) 
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New dispenser puts snap-in valves at your 
dealers’ finger tips. It is a merchandising 
concept giving stature to snap-in valves — 
now dealers can sell them instead of 
giving them away. 


DILL OFFERS THESE NEW SALES 
AIDS FOR YOUR DEALERS... 


Again in 1961, Dill is distributing a new 
“Chart” which indicates the tire pressures 
and valve size needed in all 1961 domestic 
and most foreign cars. For those of you 
with tire adjustment preblems, here’s a 
simple way to keep the correct air pres- 
sures in front of your dealers. 








If you would like further information about 
how Dill Merchandising Material might be of 
help to you or your dealers, just drop us a 
note. We would be delighted to give you all 
the details. 


| DELLE | 


Manufacturing Company 
700 East 82nd Street + Cleveland 3, Ohio 








4° 


seretecsias 








sales. 


$ 
tr 
Ly 


as 























June, 1961 * NATIONAL PETROLEUM NEWS 





(Begins on page 127) 


explained to the New York Sales Executives Club 
how this is being done: 

“We knew there was a need to create more than 
a demand for our product. In our market we had 
to create a demand for the man who sells the prod- 
uct; create it by setting him up as an authority for 
the sale; create with four simple words: ‘Listen to 
the Man’—listen to the service-station man, listen 
to the car-care expert.” 

Objectives—Purolator set these goals: 

—Build brand image. 

—Educate the motorists on the need for filter 
changes and on the ability of the service-station 
man to serve his car’s needs. 

—Build dealer prestige and convince dealers of 
the need to have something worth saying when the 
consumer listens. 

Reaching Dealers—Purolator has 150 salesmen 
in the field whose job is to show dealers the way. 

Reaching motorists—Radio, television, and bill- 
boards are being used to carry the “Listen to the 
Man” message. 

e@ Spot radio commercials will be broadcast 36 
times each week now and in the fall, urging an esti- 
mated 40 listeners in 68 top gasoline markets across 
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the nation to turn to their service-station dealers 
for their car needs. 

e@ Six hundred reflectorized billboards will ring 
these 68 markets with the “Listen to the Man” 
message throughout 1961. 

@ A series of 13 television programs on “Car 
Care for Women” will be used to overcome wom- 
en’s fear of displaying ignorance when discussing 
their cars with dealers (already 40 television sta- 
tions have accepted these programs on a public- 
service basis, and at least as many more are 
expected to do so). 

Greater Effort Urged—Purolator’s vice president 
and general sales manager, James B. Lightburn, 
told the sales executives: ““The industries that live 
off the service-station dealer should give serious 
consideration to doing their share in creating the 
best possible image of the dealer in the eyes of the 
motoring public—and they should do it while 
there’s still time.” 

Surveys show, Lightburn said, that motorists 
have little confidence in dealers’ competence to 
service their cars and little concern about doing 
any more than is absolutely necessary just to keep 
their cars running. 


“There is a need to convince the public of its 
dependence on the dealer and of the necessity for 
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better car maintenance,” Lightburn emphasized. 


What the Oil Industry Is Doing 


What is being done on an industry-wide basis to 
raise the prestige of the service-station business and 
increase public confidence in it? 


The First Step—A start was made recently when 
the representatives of six major oil companies (At- 
lantic, Cities Service, Esso Standard, Gulf, Mobil, 
Sun) sat down with employment-service experts and 
came up with a plan to solve one big problem—that 
of obtaining good service-station attendants. They 
agreed on a series of aptitude tests that were 
adopted by the United States Employment Service. 
Any dealer in the country can now ask the employ- 
ment service to send him aptitude-tested men, or 
he can send his own job applicants for testing. The 
service is free. 


L. T. White, vice president and director of the 
Cities Service Oil Co. and a recognized authority 
on retailer education in the oil industry, hails this 
as a major breakthrough in recruiting but only the 
first step in the prestige-building program. This is 
what he says: 

“People call us grease monkeys. We are trying 
to lift our people out of this category. Why, one 


Merchandising 





educator asked us what a service-station attendant 
needed to know that anyone could not learn in one 
hour. This horrified us. There is a high turnover of 
attendants. We believe this is a step towards up- 
grading his prestige. It will create pride in his 
work.” 


The Next Step—“Now we must devise a test for 
dealers,” White continues. “It is one thing to test the 
man at the pump, another to test the boss. No one 
yet has really been able to evaluate the entre- 
preneur. The purpose of these efforts is to raise the 
prestige of the whole service-station vocation.” 

Top employment-service officials in Washington 
have already indicated that they are willing to de- 
vise aptitude tests for dealers if the industry makes 
enough use of those already devised for attendants 
(NPN—May p56). 

White is convinced that aptitude tests will im- 
prove the caliber of men in service stations and 
that better men will mean better and more business. 

“When the dealer is able to conduct his business 
affairs well,” he says, “he can employ more help 
and then he can put on a business suit and give 
more time to his community. The average business- 
man devotes about a third of his time to community 
affairs because he knows that business cannot be 
good in a backward community.” ® 
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What! -Veeder-Root marketing gasoline? Not so strange. For 29 years a 
Veeder-Root computer has been a familiar face on almost all gasoline 
pumps. From the original 8-inch model to the exciting preset prototype 
Veeder-Root gasoline computers keep station efficiency and customer 
satisfaction going up. That’s because Veeder-Root never stops searching 
for a better computer for better gasoline marketing. For information on 
the most recent developments write or call Special Products Manager, 
Veeder-Roottinc., 70 Sargeant St., Hartford 2, Conn. Count on...Veeder-Root 


One of a complete 
line of gasoline com- 
puters, this semi-au- 
tomatic reset model 
accurately records 
the amount and com- 
putes the value of the 
product delivered 
from pump to tank 
... always guarantees 
a correct transaction. 
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PURE helps jobbers 


build 





a bigger 
nest egg 








PURE’s lease-sublease plan lets you add more retail outlets now at remarkably 
low cost and you are not ‘‘tied up”’ indefinitely. It puts more money in your 
pocket when you’re ready to sell and retire. To get all the facts, just write 
or call our District or Division Manager in your area, or Retail Marketing 
Department, The Pure Oil Company, 200 East Golf Road, Palatine, Illinois. 


PURE believes in jobbers...BE SURE WITH PURE 
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Are Faster Loading Systems 





JOHN SAVAGE, buik-plant engineer 


and tank-truck designer, is not a man who 
talks because he likes the sound of his voice. 

When this New Jerseyite makes engineer- 
ing recommendations to his fuel-oil-jobber 
customers, they listen with respect. And 
they usually follow his suggestions in their 
installations (NPN—Mar. ’59, p112; NPN 
—Sept. °56, p119; NPN—Dec. °56, p110; 
NPN—Mar. ’57, p106). 

Since 1949, Savage has been in business 
for himself as a manufacturer’s representa- 
tive for fuel-oil equipment. He handles 
Brodie meters, Gilbert & Barker pumps, and 
Wheaton Brass loading assemblies. In 1957, 
he set up Aircomo in Avenel, N. J., as a 
service organization to modernize tank-truck 
and bulk-plant installations. 

Before 1949, Savage was automotive 
engineer with Hoffman Beverage Co., New- 
ark; automotive maintenance and research 
engineer in Tidewater Oil’s eastern division; 
automotive equipment engineer for the same 
company; and senior automotive engineer 
for Shell Oil in New York City. And he 
got involved with Shell’s early experiments 
with bottom loading. 

If Savage can’t convince his accounts 
to swing over to bottom loading now, he'll 
convince them to set up their loading 
facilities in such a way that bottom loading 
equipment can be added without ripping 
the place apart if and when bottom loading 
becomes the thing. 

Automotive equipment seems to run (no 
pun intended) in Savage’s family. Pop 
Savage made the Atlantic electric truck 
for many years in a Newark, N. J., plant. 
Exposed to this influence early in life, 
Savage decided to become a mechanical 
engineer and studied at Newark Technical 
College, graduating as an associate in me- 
chanical engineering. 








UEL-OIL marketers aren’t loading trucks at ef- 
ficient line velocities. 


The industry is in a rut, progressing in spurts 


instead of designing for ultimate speeds. 


Most loading equipment is replaced because of 


obsolescence in sizing and design—not because it’s 
worn out. 


These are the views of John Savage, New Jersey 


bulk-plant and tank-truck designer. Savage thinks 
jobbers and suppliers are conformists when it 
comes to loading procedures. 


Says Savage, “Conformity is healthy only when 


it’s a challenge. Today it’s an illness that is costing 
money because it leads to quick obsolescence of 
equipment and to higher man, vehicle, and rack 
costs.” He feels jobbers and especially suppliers 
should design plants for ultimate loading speeds. 
And he suggests the industry support a research 
effort along lines he outlines to determine the ulti- 
mate speed for each product. 


What’s Happened to Loading Rates 
They’ve been moving up, Savage says, and no- 


body disagrees with that. In the 1930’s he says job- 
bers and suppliers loaded at about 150 gpm, mostly 
through 2-in. lines with 2- and 3-hp. motors. In 
the next decade speeds reached 200 to 250 gpm 
through 2%2-3-in. lines and with 5- and 7442-hp 
motors. By the 1950’s, it was 300-550 gpm through 
3-4-in. lines and 742- 15-hp. motors. And by 1960, 
speeds ranged up to 1,000-1300 gpm through 6-in. 
plant lines and 4-6-in. loading arms. 


As good as this trend is—to some marketers— 


it doesn’t satisfy Savage because the move upward, 
he says, has too often required repeated cycles of 
expenditure and obsolescence with practically 


100% of No. 2 oil-loading facilities still far from 


the ultimate in design and rate. 


That brings up the conformity that Savage says 
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Possible at Bulk Plants? 


boosts costs. “Conformity now, means the use of 
moderate velocities (15 ft./sec.) that can result in 
loading speeds of 300 gpm through 3-in. pipe, 600 
gpm through 4-in. pipe, and 1,200 gpm through 
6-in. pipe.” And, to Savage, it also means sticking 
with these conventional loading methods: 

@ Open splash loading, with the driver on the 
rock or truck, using a non-submerged loading tube 
for open, low-velocity loading into the tank. 

@ Open submerged loading, again with the 
driver on the rack or truck, and using a submerged 
drop pipe on the loading assembly for manual me- 
dium-velocity loading. 

Conformity, Savage adds, kills the drive of ve- 
hicle designers. “Hence,” he says, “vehicles lack 
the venting and valving for tight-connection, high- 
velocity loading that should have been built into 
them since early 1950's.” 


What's Needed for Faster Loading 


All it takes for faster loading to come about, 
Savage adds, is (1) a better understanding of im- 
proved loading systems that would tend to outmode 
the two conventional systems; (2) working out for- 
mulas to illustrate the velocity limits of all loading 
methods and products; and (3) illustration by 
formula the potential of faster loading speeds in 
relation to the size of the receiving tank-truck 
compartment. 


On loading methods that could make faster load- 
ing possible, Savage comes up with these two: 


e@ Closed submerged (top) loading, where the 
driver is on top of the truck and where he uses con- 
ventional quick couplings to form a closed loading 
circuit for automatic high-velocity loading. 


@ Bottom loading, with the driver on the ground, 
using self-sealing tight connections to form a closed 
loading circuit for automatic high-velocity loading. 


Why Conventional Ways Won't Work 


Savage uses the following formula to show that 
conventional loading methods won’t work out for 
high-velocity loading: 

L2 x F = GPM 
in which: 
= diameter of loading assembly. 
F = foam factor, which approximates recommended 
line velocities multiplied by 3. 

Savage says fuel-oil foam factors vary with the 
loading method used: 40 for splash loading, 50 for 
open submerged loading, 60 for closed submerged 
loading, 70 for bottom loading. 


Here’s how the formula works: Assume a jobber 
wants to load oil at 2,000 gpm with splash loading, 
what size loading assembly would he use? 

L2 « 40 = 2,000 
L2 = 50 (or 2,000 ~ 40) 
L = 7%¥-in. 
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“Since this diameter tube is impractical from 
every standpoint, splash loading at 2,000 gpm is 
not suitable,” Savage says. 

Assume the same loading speed desired through 
open submerged loading, the formula becomes: 

L? x 50 = 2,000 
L? = 40 (or 2,000 — 50) 
Le = 644%: 

“This could be achieved through a 6-in. assem- 
bly,” Savage says, “but it would not be recom- 
mended because of control factor and the risk of 
injury to the driver.” This open loading system 
could kick back at the spout under these conditions 


Can New Systems Handle Speed? 


Savage thinks either of the two tight-connection 
systems can handle higher loading speeds. And he 
uses the same formula (L* * F = GPM) to illus- 
trate. 


Assume a jobber wants to load oil at 2,000 gpm 
through a closed submerged loading system, the 
formula becomes: 

L? « 60 = 2,000 
[fF = 333 
L = 5.75 approximately 

“This,” says Savage, “indicates a need for a 6-in. 
loading assembly, and there’s no objection to using 
if it’s an automatic shut-off loading system.” In a 
non-automatic shut-off system, the reaction time 
of the loader in shutting flow off is a big factor. 

Assume a jobber wants to load 2,000 gpm 
through bottom loading, the formula then becomes: 

L2 x 70 = 2,000 
L2 = 28.6 

“Here a 5-in. assembly slightly oversized would 
do a safe, satisfactory job of loading,” Savage main- 
tains. 


Relating GPM to Tank Size 

There’s a relationship, Savage adds, between 
loading speed and the size of the receiving tank or 
compartment on a truck or trailer. “Assuming we 
want to get the minimum compartment size we can 
use with any of the four loading systems,” he says, 
“that would bring up another formula: S * E = 
GPM, in which: 

S = minimum tank or compartment size. 

E = experience factor or loading factor. 

E, Savage says, varies with the system used: 0.7 
for splash loading, 1.0 for open submerged loading, 
1.3 for automatic control of closed submerged load- 
ing. and 1.5 for bottom loading. 

The first problem, then, becomes: Find the mini- 
mum tank size in which to load at 2,000 gpm in 
splash loading. The formula becomes: 

S X 0.7 = 2,00 

S = 2,857 gal. 
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(Begins on page 134) 

Using the same formula and the same loading 

speed for open submerged loading: 
Ski s 2000 
S = 2,000 gal. 
With automatic control of closed submerged 
(top) loading, the formula becomes: 
SX 1.3 = 2,000 
S = 1,538 gal. 
With bottom loading: 
$1.5 =.2,000 
S = 1,333 gal. 

“This illustrates the theory that jobbers can load 
faster into a compartment of a smaller size with 
automatic tight-connection loading (automatic sub- 
merged loading or bottom loading) than they can 
with the conventional systems,” Savage says. 


How Formulas Are Related 


Since both formulas are worked out to a gpm- 
basis, Savage says, this establishes a relationship 
between the two formulas and they could read: 

L2xF=SXE 

Thus, assuming a jobber wants to load into a 
1,250-gal. tank or compartment, he wants to know, 
Savage says, his maximum loading speed and the 
size of his loading assembly for that maximum 
speed. 

If he has splash loading in mind, it works out 
this way: 

LL? F = 1,250 x<'0.7 
L* & F= 875 gpm 
To vet his loading assembly diameter: 
L- « 40 = 875 
= 2) 
L = about 4.3-in. diameter. 
If the jobber has open submerged loading in 
mind, the formula works out this way: 
L? x F = 1,250 x 1.0 
L? x F = 1,250 gpm 
For loading assembly size: 
L2 5c30 = 1,250 
[-=s23 
L =5S-in. diameter 

Savage says 5-in. loading connections “deserve 
the attention of equipment and hose manufacturers” 
instead of 6-in. equipment now tsed today for 
1,200-gpm loading. 

If he’s thinking about automatically controlled 
closed submerged (top) loading, the formula be- 
comes: 

Le F = Ere KAS 
L? « F = 1,625 gpm 
For loading assembly size: 
L? x 60 = 1,625 
L2=27 
L =5.2-in. diameter. 

Savage says, “Note the 30% boost in rate over 
open submerged loading.” 

For bottom loading, the formula becomes: 

I? FF = 1,250 635 
L? & F = 1,875 gpm 
For loading assembly size: 
L? x 70 = 1,875 
L? = 26.8 
L = 5.15 or a 5-in. diameter. 


Adds Savage, “Here’s a 50% increase over open 
submerged loading with the same-diameter loader. 
When final velocity ceilings are reached through ex- 
perimentation with this type of loading, velocities 
of more than 25-ft./sec. will probably be found 
feasible.” 

“It can be seen”, Savage says, “that high-velocity 
product handling (high loading speeds) can most 
effectively be handled in automatically-controlled, 
tight-connection (closed) loading systems. 


What's The Next Step? 


Savage’s formulas establish a relationship be- 
tween velocity, loading-tube diameters, size of re- 
ceiving compartment and the type of loading sys- 
tem. What’s needed to put high loading speeds 
across? Here’s how he looks at the whole picture: 

“The next step is a simple automatic, tight-con- 
nection bottom-loading position in major-company 
plants with 4-in. loading conduit at 1,000 gpm or 
5-in. conduit handling 1,800 gpm. 

“Formulas presented are simply a basis for ex- 
periments only. But further experiments will indi- 
cate velocity limits as regulated by stability of prod- 
uct and improved equipment and procedures. 

“At present, in terms of capital investment for 
pumps capable of high-velocity pumping, we get 
into twice the normal cost of a 15-ft./sec. pumping 
assembly. We also get into two to three times the 
power charge. 

“Against these costs, however, you must credit 
man-vehicle-hours saved, the reduced capital in- 
vestment for fewer loading positions, the fewer 
spills through closed, automatic systems, and the 
economic benefits of minimizing equipment obso- 
lescence through designing for ultimate rates. 

“To those who question the fuel-oil industry’s 
ability to pump product safely at these high velo- 
cities, compare truck-tank velocities to bulk-plant 
loading velocities. Today, fuel oil is pumped 
through 1%-in. hose at 100 gpm. This represents 
25.5-ft./sec. and is equivalent to pumping 1,000 
gpm through 4-in. pipe at the bulk plant. 

“Today, the industry pumps 100 gpm through 
1%-in. hose at an equivalent of 20.4-ft./sec. This is 
10% less than the velocity of 2,000 gpm through 
6-in. pipe at the bulk plant. 

“Exactly how high we can go in loading rates de- 
pends on the industry’s willingness to adopt auto- 
matic, tight-connecting loading methods in supplier 
plants. Bottom loading, without question, will be 
that ultimate design for plant and vehicle. 

“For fuel-oil transport designers, the time of de- 
cision is now. Actually they are 10 years late in 
their venting and valving for automatic, tight-con- 
nection loading. They must be aware that plant de- 
signers have reached the end of the present road 
with 6-in. loaders and 1,200 gpm. From here on 
out, it’s compulsory top or bottom loading with 
tight connections and automatic control for higher 
velocities.” ® 
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GORMAN-RUPP PUMPS 
DO THE TRANSFER JOBS FOR MARATHON 


At Ohio Oil Company’s bulk storage plant for Marathon 
products in Ashland, Ohio, these Gorman-Rupp ‘“O” 
Series Pumps deliver the goods on three vital assign- 
ments: 

1) Transfer Marathon petroleum products from trans- 
port trucks to above-ground storage tanks. 2) Pump 
from storage into the transports that deliver the com- 
pany’s products to Marathon service stations or rural 
users. 3) Load the tank wagons that serve consumers of 
Marafuel home-heating oils in the area. 

Wherever you put Gorman-Rupp Petroleum Han- 
dling Pumps on the line, you can count on championship 
performance. Good reasons why! They’re self-priming. 
No check valve. Straight-in suction. Increased priming 
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DANGER) © 


OPEN LIGHTS 


lift. Simpler design, and only one moving part. 

These exclusive features are proved by more than 
eleven years in world-wide service. On your job, you’ll 
find they add up to increased pumping efficiency, greater 
safety, ability to stay on the line, and far less down- 
time and maintenance over the years. 

How about seeing your Gorman-Rupp Distributor, 
or write us direct for any data or engineering service. 


THE GORMAN-RUPP COMPANY 
305 Bowman Street, Mansfield, Ohio 


GORMAN - RUPP OF CANADA, LTD. 


St. Thomas, Ontario 
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A PRODUCT OF CHRYSLER CORPORATION 


MUSCLEMAN 


You're in the business of 
petroleum-hauling. So we aren’t 
about to tell you what your kind 
of surging loads can do to a 
truck. We’re just here to tell you 
that we've got the trucks that 
have what it takes for that kind 
ofhauling. The 1961 lineofheavy- 
duty, cab-forward Dodge trucks. 


Dodge’s cab-forward design 
offers you two distinct advan- 
tages right from the start. First, 
you can put more load on the 
same wheelbase, or you can pull 
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a longer trailer in the same overall length. Second, 


Dodge’s swing-out fenders swing out a full 90° and let 
you walk up to the engine for service. 


What kind of engines? Tough gasoline Sixes and V8s. 
Famous Cummins diesels. Frames, clutches, transmis- 
sions, axles, and brakes job-rated to fit your needs. 
Dodge heavy-duties come as tractors and trucks, single 
axles and tandems. Their GVWs run from 28,000 Ibs. to 
53,000 Ibs., their GCWs from 55,000 Ibs. to 76,800 Ibs. 


Your dependable Dodge Dealer will show you how 
competitively Dodge trucks are priced. And he'll tell 
you about our new 24-hour-a-day, seven-day-a-week 
emergency parts system. SEE YOUR DODGE DEALER. 
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ALL-NEW DART PICKUP! First and only full-size truck with 
compact-economy. Comes with 7/4’ or 8’ pickup box. Available 
with 140 h.p. inclined Dart Power Six or 200 h.p. V8 engine. 


DODGE BUILDS TOUGH TRUCKS 
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To help your motor oils 
prevent cold engine . 


varnish and sludge— 
200 Series Additives 


The Amoco 200 Series Additives are blends of a 
unique barium detergent and an especially ef- 
fective zinc dialkyl dithiophosphate inhibitor. 
Motor oils containing these additives are supe- 
rior in ability to prevent varnish and sludge 
deposits in stop-and-go operation. These per- 
formance characteristics have been demon- 
strated in laboratory tests—including Sequence 
V and other sequences of the MS test procedure 
—and in millions of miles of field tests. 


1. Excellent high temperature detergency. 

2. Effective neutralization of fuel-derived inor- 
ganic acids. 

3. Inhibition of oxidation and bearing corrosion, 

4, Minimized wear in valve trains. 

Savings can be made in blending multi-graded 

oils because the detergent in the Amoco 200 


Series Additives acts as a mild viscosity index 
improver. 


Technical service representatives from Amoco 
will be glad to help you develop the combination 
of Amoco additives best suited to your base 
stock and performance requirements. 


CHEMICALS 
AMOCO CHEMICALS CORPORATION 
130 East Randoiph Drive, Chicago 1, Minois 


Multi-cylinder laboratory test (MS 
sequence V). With an AMOCO 
200 Series Additive, oi! screen 
(above) shows no clogging. 


Screen (below) from test engine 
in which of containing a competi- 
tive additive was used. Screen is 
more than 75% clogged. 
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By DONALD MacDONALD 
Two-year coolant seen 
certain for Ford cars 
... lwo-ply rayon tires 


A TWO-YEAR COOLANT now 
seems certain to be included as a fac- 
tory-fill feature on 1962-model Ford, 
Mercury, and Lincoln cars. Ford 
dealers also will sell the coolant as 
a replacement item. 

The new coolant has the longevity 
properties of Dowgard and Telar, but 
is understood to differ considerably 
in specifications. Unlike Dowgard, it 
may be added to tap water. As usual, 
Ford will purchase the product on a 
competitive-bid basis from two or 
more antifreeze suppliers. 

Observers in Detroit view the move 
as one more step toward Ford’s ulti- 
mate goal of a “service-free” car. 
Since the antifreeze will be guaran- 
teed for a year longer than the car 
itself, Ford engineers concerned with 
radiators, hoses, and associated items 
are working long hours to bring these 
components up to the two-year level 
of trouble-free service. 


»Two-ply rayon-cord tires have won 
a resounding first-round victory in the 
fight for the automotive original- 
equipment market. 

Currently 48% of Falcon and 
Comet production is being equipped 
with this new design, variously marked 
“2 Super Ply” or “2 ply-4 ply 
Rating.” Fifty thousand unmarked 
sets in sizes 7.50x14 and 8.00x14 are 
now out on field tests on standard 
Chevrolets. Eleven thousand un- 
marked sets were installed on Cor- 
vairs produced in January. By Feb. 
15, Chevrolet decided to use two-ply 
tires on 100% of Corvair production, 
“at the rubber companies’ conven- 
ience.” 

Automakers are enjoying a 4% cost 
reduction as a result of the switch. 
Advantages to the car owner include 
a softer ride and a slight increase in 
fuel economy. The tires run cooler 
on standard cars capable of high 
speed. Previous capability of four-ply 
tires made of Tyrex or equivalent 
rayon was 105 mph for one hour, 
at 100 deg. F air temperature and 
140 deg. F road temperature. The 
two-ply tire is capable of 112 mph 
under these severe conditions. 





The Tyrex combine of rayon pro- 
ducers on April 1 began supplying a 
yarn designated as “Super III.” It’s 
claimed this will have 10% greater 
tensile strength than previous yarn, 
with similar fatigue advantages. 

The Tyrex people also claim that 
the wet strength of their yarn is 100% 
greater than of that supplied in 1958. 
The wet strength, they say, is now 
about equal to the dry strength of 
the 1958 grade. 

Some two-ply nylon tires have 
been marketed through chain auto 


Automotive 


stores in the replacement market, but 
there’s no evidence of any current 
interest in nylon tires by auto manu- 
facturers. The automakers’ last full- 
scale test of nylon tires was in 1958, 
when Chevrolet sent 40,000 cars into 
the field with Firestone nylon tires. 

Two-ply rayon tires are made with 
1650-, 2200-, and 3300-denier cord. 
The 1650-denier cord of Tyrex grade 
is currently priced at 51¢/lb; the 
2200 and 3300-denier at 48¢/Ib. The 
1100-denier, used only in four-ply 
tires, is priced at 57¢/Ib. 


MALE 


POWER TAKE-OFF PUMP 


Hale Type 6D — Self- 


priming centrifugal 


umps mount 


Pp on 
HALE Split-Shaft PTO; 
6” suction and dis- 


charge; capacities 


the 1100 U.S. GPM 
a up to 


150 PS 





Hale Type 4D — Self. 
priming centrifugal 
pumps. Available with 
either 6” or 4” suction. 
Capacities in the 700 
U.S. GPM range. Pres- 
sures up to 150 PSI. 


Hale Type 4D6-CBP — 
Self-priming _centrifu- 
gal pumps complete 
with HALE‘S ear 
speed-increasing drive 
unit. Capacity in the 
700 U.S. GPM range. 


Hale Type CBP—Stand- 
ard centrifugal pumps. 
Available with either 
engine-wise or opposite 
engine-wise rotation. 
Capacity range similar 
to 25D. 


Hale Type 25D—Self 
Priming centrifugal 
pumps; 3” suction and 
discharge. Capacity in 

U.S. GPM range. 
Suited metallurgically 
for using demineralized 
water. 


that Serves 
Your Pumping Needs 
Best... 


Now you can move your product better and 
at the lowest possible cost when you pick 
the Hale pump that suits your purposes best. 
The pumps shown are typical of the Hale 
quality power take-off pumps designed for 
the petroleum and associated fields. 


Hale Rotary Gear 
Pumps—Model shown is 
200 U.S. GPM size; for 
other capacities up to 
1200 U.S. GPM, write 
to the Petro-Chemical 
Division of Hale Fire 
Pump Company. 


Hale Model 4DC—An / 
example of the ‘‘cus- 

tomizing” of a 4D to 

meet customer's special 

requirements. (Dis- 

charge outlets provide 

for both front and rear 

hook-up.) 


Send today for new 4-page, illustrated cata- 
log giving full details on the Hale line of 
truck-mounted, power take-off pumps. 


Write to: Petro-Chemical Division 
L - FIRE PUMP 
LiA COMPANY 
CONSHOHOCKEN, PA. 


June, 1961 * NATIONAL PETROLEUM NEWS 


14] 











“| CLEAR $90 A MONTH SELLING AND AIMING 
GENERAL ELECTRIC HEADLAMPS,” ays Jack Hupertz, Cleveland, Ohio 


“I’ve sold as many as five cases of General Electric head- 
lamps in a single month,” reports Jack Hupertz, dealer in 
Cleveland, Ohio. “And in an average month I make over 
$90 replacing and aiming G-E headlamps. That’s enough 
to pay for my vacations in Canada and Michigan—and my 
partners’ vacations, too. 

“We look for dim lights and burnouts—especially around 
vacation time. We push the extra safety of new G-E head- 
lamps—properly aimed—and then we tell customers to 
notice the difference. It pays off. And so do tail lights. 
I sold 96 General Electric 1034’s in one month! There’s 
profit in looking for them too.”’ 

Like many dealers, Jack Hupertz feels that General Electric 
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lamps are about the most profitable item he can handle. 


Encourage your dealers to follow Jack’s example. They 
can increase their profits (and yours, too) by checking 
headlamps. Make sure they have a good supply of General 
Electric Suburban and 4002 headlamps on hand—and are 
equipped to aim them. G. E.’s the brand most people prefer. 
General Electric Co., Miniature Lamp Dept. M-127, Nela 
Park, Cleveland 12, Ohio. 


Progress ls Our Most Important Product 


GENERAL @@) ELECTRIC 
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IS MORE AND MORE OF THE MARKET 
PASSING YOU BY... 
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OR PATRONIZING YOU ? 


With the automobile model mix on the road today, many 
refiners have already gone to 3 products in an effort 
to hold their total market. And the evidence is that the 
octane spread will continue to widen, bringing pres- 
sure for 4- or even 5-product systems. The trend is 
undeniable; the marketing implications, serious. 
Wayne submits that there is only one practical solu- 
tion to this problem. Blending. We refer not to the 
Wayne Blender pump alone but to the overall concept 
of blending as a new method of marketing fuel. 
What does blending offer you? First, it ends the 
multiple product dilemma for good. With just two 

















products—regular and super high octane—the Wayne 
Blender meets the fuel requirements of every make 
car. Second, blending builds business. Once a cus- 
tomer understands blending, he is not apt to settle 
for less. He gets the performance he wants without 
overbuying and saves 1 to 4c a gallon. Third, your 
island and underground investment are protected, 
because the Wayne Blender can deliver up to 9 grades 
of fuel, covering everything on the road today and in 
the foreseeable future. Fourth, the economies of a 
2-product system reflect through your entire opera- 
tion—accounting, distribution, warehousing, refining. 


To insure that the Wayne Blender realizes its poten- 
tial as a major marketing tool—rather than becoming 
just a novel pump—its introduction has been care- 
fully planned. Among the companies that have 
adopted blending, one reported a sales increase of 
4% over its predicted 1959 gain; another chalked up 
a whopping 20% increase over previous sales. In both 
instances, management attributes the increase 
largely to its blending program. On the basis of this 
experience, we believe other refiners and marketers 
would like to hear the Wayne Blender story. We are 
ready to tell it. 





New booklet gives you 


more information on the 


profit potential of blending 


This 20-page booklet is designed to present 
a comprehensive picture of the competitive 
advantages and operating economies that 
can be realized from multi-octane blending. 
Reduction of your pool octane number, sav- 
ings on capital equipment, more efficient 
warehousing and distribution, greater cus- 
tomer satisfaction and increased station 
sales—these and other benefits are spelled 
out in detail. In addition, major features of 
the Wayne Blender are presented in 
digest form. 


At your request, we will be happy to provide 
a copy of this timely booklet. THE WAYNE 
PUMP COMPANY, Division of Symington 
Wayne Corporation, Salisbury, Md., Fort 


Wayne, Ind., WAYNE PUMP CANADA, LTD., 
Toronto, Ontario. 


WORLD'S LARGEST 
MANUFACTURER OF 
GASOLINE PUMPS AND 
SERVICE STATION EQUIPMENT 





I N ONE MONTH recently Union Oil loaded 30-mil- 

lion gal. of products at its Los Angeles terminal 
—about a million gal. a day. Some 20.5-million gal. 
were delivered in Union’s own trucks, the remainder 
by haulers. 

That’s almost triple the 11-million-gal.-a-month 
output of the terminal when it opened 12 years ago. 
And it’s also 25% more volume than the 24-million 
gal. a month delivered as recently at 1955. 

On its busiest days, the company’s transports 
average more than five loads each, and the rack 
serves up to 60 common carriers and customers’ 
trucks. As many as 200 trucks are loaded in a single 
day. Union’s own fleet includes 20 trucks on 20- 
hour duty, seven days a week, with four more on 
standby. 

High Flow Rates—Under normal operating con- 
ditions the loading rack can fill trucks at rates in 
excess of 1,200 gpm. Using two risers, it’s possible 
to fill a single 7,400-gal. truck in less than five 
minutes, at a maximum pumping rate of 2,000 gpm. 

More than anything else, flexibility is the secret 
of maintaining those fast loading speeds. It enables 
Union to load and check out a 7,400-gal. transport 
in an average elapsed time of under 15 minutes, 
Union says. 

Recent changes have been made at the terminal 
to achieve the needed flexibility. The changes in 
question involved tankage, pumps, piping, and 
meters. 

Storage Tanks—The original terminal had four 
10,000-bbl. tanks. Storage capacity has been more 
than doubled by adding four more 10,000 bbl. 
tanks for gasoline and one 1,500 bbl. tank for diesel 
fuel. 

Additional Pumps—One 40 hp pump and two 
20 hp pumps have been added to the original bat- 
tery of four 20 hp pumps. 

Meter Changes—One of the moves in the re- 
modeling program that was dictated almost solely 
by the need for more flexibility was the completely 
new meter lineup. The original system of four 8-in. 
Brodie meters severly limited loading combinations. 

The four 8-in. meters were replaced by eight 6-in. 
Brodie meters. The system now allows complete 
flexibility in loading premium or regular gasoline. 

Lines and Headers—Drastic changes were made 
in the entire piping system. To boost gasoline flow 
to the racks, Union looped the supply lines from 
both premium and regular tanks. Previously they 
had a single line running from each group of tanks. 
By adding another line from both premium and reg- 
ular stations, a looping effect is created that permits 
flow up both sides of the rack. 
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Equipment 


How fo Load a Million a Day 


The champion keeps its title of ‘world’s fastest truck-loading terminal’ 
by remodeling piping and equipment apace with demand. Here’s how 


Four-inch loading arms at Union Oil’s terminal, equipped 
with vapor-recovery apparatus, load 200 tank trucks a day 


Union also installed a series of headers that al- 
low maximum use of pumps. For instance, on the 
pumping station for regular gasoline, there are three 
pumps, a system of headers, and three Bowser fil- 
ters. 

Beginning at the storage tank, product now flows 
through a 10-in. header. There the fuel is picked up 
by a pump and discharged into an 8-in. header, 
through a filter, and through another 8-in. header, 
and finally into the 6-in. looped line to the loading 
rack. 

The header system gives maximum flexibility. 





Equipment 


bes 


A pump or a filter can be down for maintenance, 
such as a change of filter element, without seriously 
affecting pumping capacity. 

Other Features—Two features that have no di- 
rect relation to loading speed are the automatic 
cutoffs on the motors and the safety system. 

All pumpmotors have automatic controls that 
shut the motor down after three minutes’ operation 
at less than full load capacity. The cutoffs not only 
save much useless wear on pumps and motors but 
also make unnecessary for the men doing the load- 
ing to turn off the pumps when a truck is filled. And 
there is no way one man can turn off pumps another 
man is using. 

A unique safety system is installed on the rack. 
Fenwall heat detectors and emergency push buttons 
located throughout the plant are interconnected to 
motors and loading arms. When the system is actu- 
ated by excessive heat, low pressure in the fire main, 
or by push button, all pump motors stop and hy- 
draulically operated valves close off all loading 
arms. 

Vapor Recovery—Another feature that makes 
no contribution to speed is the vapor-recovery sys- 
tem. These are mandatory under the Los Angeles 
antipollution laws. 

Union uses a system through which the terminal 








K om 
tabaci. sini 


New piping and header system is flexible, permits average loading rate of 1,200 gpm, total output of 30-million gal. a month 


picks up credit for some 25,000-30,000 gal. of gas- 
oline a month. Special 4-in. loading arms were de- 
veloped by Union Oil’s research department and 
the manufacturer, Vernon Tool Co. 

The air-operated arms are fitted with rubber 
packers, Wheaton 4-in. valves, and deadman con- 
trols. During the loading process, vapor is picked 
up through a flexible hose and an 8-in. line. The 
line discharges into a tank with a rubber diaphragm. 

The vapor is withdrawn from the tank at inter- 
vals through an automatic valve, and piped to a 
compressor plant across the street from the terminal. 
As the vapor passes to the compressor plant, it’s 
metered, and the readings are converted to gallon 
figures. 

In addition, condensation from the vapor stream 
is recovered and collected in a 1,000-gal. storage 
tank, from where it moves back into the system. 


Future Growth—Just in case the future might 
bring a demand for still more output, Union’s engi- 
neers allowed some space for expansion at both 
pumping stations. There’s room for one more pump 
and other filter and the regular-gasoline station; and 
for two more pumps and two additional filters at 
the premium station. 


The engineers estimate the ultimate capacity of 
the terminal may reach 37-million gal.a month. @ 
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PLASTI a) @ the sign of DISTINCTION 


aroma sie 


\ 
| KEYSTONE 


SIGNS OF 
INCREASED 
GALLONAGE 


MODERN STATIONS 
NEED THIS EXTRA 


Dress up new and old stations with brighter 
Plastilux® signs. This sales power is available to 
every petroleum products marketer. The trouble- 
free service, long life, low maintenance have been 
proved by years of use. 











The services of a Signvertising® Engineer to help 
modernize your entire sign program are available 
without obligation. Use the coupon below. 


We operate service stations. 
Please have a Signvertising Engineer call. 


See how maximum light power is developed 
— how shadow-free engineering is perfected 
— how easy, low cost maintenance is assured. 


WEOoNW PRO WPWVUCSTs 
INCOR FORA E: XD 
® Xwima 4, Ohio U.S.A. 
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Phantom view shows how alumi- 
num extrusions become an inte- 
gral part of the tank shell. Note 
how this design eliminates cross 
welds or potential failure areas 
in the main reinforcing beams. 
TR-923 *Patent pending. 
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Over a year ago, [railmobile introduced an entirely 


new kind of aluminum tank—the EA.*& 
It differed radically from conventional designs In 
that it used integral aluminum extrusions as prt- 

mary structural members. 

was to eliminate weakening cross-welds at the top 
the tank (where stresses are the 
ind hence eliminate costly leakage, 
nd loss. The idea worked so well that 
lesign has now logged well over a million 
ee pec -in all types 
nder al kinds of service conditions. 


ie And now, this remarkable tank is 
= oe ke 
av | 


= 
available ina second model that is seven inches 


a ° Lin Ante 
OT Tie 














erall height, to provide better weight 





in states with single axle tractor limits. 





For complete information contact your nearby Trailmobile representative or write for illustrated folder. 


ciNcinnari 9, on » spainorie.o, wo. + soxovew vex. + exewonr, cur TD PCATLIMOBILE ine. 
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At the business end (or side) of your trucks 


ROCKWELL “T-SERIES METERS” ARE 


PILI ETL 


You’ll find metering the compact Rockwell 
way a profitable experience. Older meters 
can’t match its dependable accuracy. Other 
designs can’t match it for economy and con- 
venience in service—for easy installation. 

The Rockwell meter rotor revolves on anti- 
friction bearings, silently, smoothly and with- 
out metal-to-metal contact to cause wear. The 
accuracy and dependability of the measuring 
unit is protected in two ways (1) by an effi- 
cient air release that removes all vapor and 
(2) by a strainer having a large screening 
area. All three elements—the meter rotor, 
the air release and the strainer—are acces- 
sible by removing a few cap screws. 


Rockwell T-70 Meter Unit 
(Capacity 70 gpm) 








Lightweight castings and compact dimen- 
sions keep bulk to a minimum. You have the 
option of three inlet connections and two out- 
lets to simplify installation. 

Ask your jobber or tank manufacturer to 
demonstrate Rockwell ‘“T-Series’’ Meters. 
Write us direct for bulletin P-100-13. 
Rockwell Manufacturing Company, Dept. 
121F, Pittsburgh 8, Penna. In Canada, 
Rockwell Manufacturing Company of 
Canada, Ltd., Box 420, Guelph, Ontario. 


TANK TRUCK METERS 


another fine product by & 


ROCKWELL 





Rockwell T-120 Meter Unit 
(Capacity 120 gpm) 
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Here Are the Battery Sizes 
BATTERY SALES 





12-Volt 
53.4% 





Imported 


Cars 1.8%  — 1961. Imported 


Cars 2.2% 


a 








Imported 
Cars 2.9% 


Imported 
Cars 2.7% 





Tires—Batteries—Accessories 





You'll Need in Coming Years 


TREND BY VOLTAGE 


6-Volt 
19.1% 





Imported 
Cars 3.4% 


1964 





How Batteries Are Getting Better 


THE TOTAL replacement market for passenger-car 
batteries has grown slowly in recent years for a very 
good reason—batteries last longer. 

The figure that reveals this trend is the replacement 
ratio. The ratio stood at .50 in 1950, which translates 
into one-half a battery per year for every car on the 
road; or put another way, one new battery per year 
for every two cars on the road. 

The ratio dropped to .40 in 1954; and to .37 in 
1958. That’s where it stands now and where it’s ex- 
pected to stay for the next four years. 


Vehicle Annual Battery 
Registration, Battery Replacement 
End of Year Replacement Volume 

(million) Ratio* (million) 





24.4 
22.2 
22.4 
23.6 
23.1 
25.1 
25.0 
25.9 
25.3 
27.4 
26.8 
27.5 
28.2 
29.0 
29.7 
30.5 


SSIS: 
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*Batteries sold per car per year. 

1950-1960 ratios based on actual replacement volume (1960, first eight 
months); 1961-1965, Estimates, 

Source: Globe-Union Inc. 








HE SIX-VOLT battery may seem old-fashioned 

today, but in the TBA replacement market it’s 
far from being obsolete. Right now some 37% of 
all cars on the road take a 6-volt battery, even 
though none has been used as original equipment 
since 1955. 

In a new study of battery trends, Globe-Union 
Inc., a major b. manufacturer, calculates that 
by 1964 there'll still be 19% of registered cars with 
6-volt electrical systems. That compares with 80% 
shown in Globe-Union’s first survey made in 1957. 
At that time Globe estimated that the then-new 
12-volt equipped cars would rise to 50% of total 
registrations by 1960. 

The forecast turned out to be only a little short 
of actual events, as the rise in 12-volt cars passed 
the half-way mark to reach 53.4% by 1960. On 
the way up, of course, the 12-volt market passed the 
gradually diminishing 6-volt market going down. 

Still More Sizes—Meanwhile, in spite of hopes to 
the contrary, the number of battery sizes needed for 
both 6-volt and 12-volt systems on domestic cars 
rose from 14 to 16. The same 16 sizes also take 
care of a substantial portion (about 45%) of the 
imported cars. But if you expect to satisfy the bat- 
tery demand for the entire imported-car market, 
you'll need 12 additional sizes. 

Altogether, you won’t miss very much if you 
don’t carry all 12 of the special sizes needed for 
the imports. In total they represent little more than 
2% of today’s market, and will only account for 
3.4% of the market in 1964. 

Outboard-Marine Market—In the nonautomo- 
tive field, the outboard owner is a valued customer 
of some service stations. While this survey doesn’t 
attempt a detailed analysis of the marine market by 
battery sizes, it does call attention to the rise of 
electric starters. 

The shift has been so rapid that by 1964 it’s 
estimated that 75% of all outboards will have 
starters. By that time their owners will be buying 
over 900,000 batteries a year, mostly of the 12- 
volt automotive type. 

Heavy-Duty Truck Batteries—A segment of the 
automotive market served by relatively few service 
stations uses about 16 sizes of heavy-duty batteries. 
Little growth is expected in this field, which pres- 
ently accounts for about 600,000 batteries a year. 

a 





NEWS BULLETIN: 


GENERAL TIRE GIVES TBA SALES “BIG PUSH" 
WITH FIRST PREMIUM-QUALITY TIRE IN THE 
LOW-PRICE FIELD 


GENERAL 


JVETAIR 


Double Guaranteed with Nygen Cord and Twin-Treads 


Backed by a written double guarantee against manufacturing 
defects and normal road hazards, General’s great new Jet-Air 
Tire, like all others in its complete line, gives you a real selling 
tool to build profits on your books. Combined with a full line of 
national brand accessories, all-out advertising and marketing 
support plus localized warehousing facilities, it’s no wonder that 
more and more oil jobbers are leaning to The General Tire. Get 
the facts and figures now! They’re all in your favor. 








make 
your sales 
jump to 
attention 


Write today to...W. A. Robinson, TBA Sales Manager 
THE GENERAL TIRE & RUBBER CO. Akron, Ohio 


The fastest growing business in the rubber industry 
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Union Carbide’s vice president R. P. 
Bergan says: 


@ Discount houses aren‘t set up to 
give service with antifreeze 


e Service stations have all equip- 
ment for the full treatment 


e You can’t give service during the 
rush following the first freeze 


e The way to win back lost sales 
is to install antifreeze early 


‘to ANTIFREEZE MARKET has_ expanded 
sharply in the past 10 years, but service outlets’ 
share of this market has fallen way off, said R. P. 
Bergan, vice president of Union Carbide Con- 
sumer Products Co., speaking at the West Coast 
TBA convention. Service outlets are predominantly 
service stations, plus some car dealers and garages. 

Ten years ago 90%-95% of all antifreeze sales 
went through service outlets, Bergan said. Since 
then the market has grown from 78-million to 115- 
million gal., an increase of about 50%. The growth 
in dollars has been much larger, Bergan pointed 
out, due to the rise in the demand for ethylene 
glycol types from 50% to 90%. 

But service outlets now hold no more than 50%- 
55% of the market, Bergan said. 


Do-It-Yourself Trend 


Other equally rapid changes in the past decade 
have affected the antifreeze market, Bergan points 
out. On the one hand, discount houses have multi- 
plied and supermarkets have taken on sidelines 
including antifreeze. 

At the same time, more leisure time has become 
available, including the five-day week, more paid 
holidays, longer vacations. Coupled with generally 
higher pay schedules, these developments have 
brought on the widespread do-it-yourself trend. 

“This era has also been marked by the slow 
erosion of state fair-trade laws,” Bergan notes. 
Where 45 states once had fair-trade laws, (Mis- 
souri, Texas, Vermont, and Alaska never had 
them) today at least 19 states have made them in- 
effective and some of the others are shaky. 

Thus, the many kinds of retailers who have 
entered the over-the-counter antifreeze market have 
been able to use price more freely to appeal to the 
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Tires-Batteries-Accessories 


How to Regain Antifreeze Sales 





growing number of motorists inclined to install their 
own antifreeze. 


Customer Freeze-Out 


One final factor had a lot to do with the do-it- 
yourself trend, in Bergan’s opinion. “In many in- 
stances, the service dealer has permitted and even 
unconsciously encouraged many of his customers 
to drift away,” Bergan asserts. 

The dealer has done that by waiting for the 
imminent threat of freezing weather to bring a 
peak load of antifreeze installations. Under such 
conditions it’s impossible for any dealer to do more 
than drain the radiator, dump in the antifreeze, re- 
fill with water, and send the customer on his way. 

Too often the customer gets the impression he 
could have done it himself. The result is he joins 
the do-it-yourself gang when the next season rolls 
around. 

That trend can be reversed, Bergan believes, 
simply by capitalizing on the things the service 
dealer has to offer. Those services are rarely avail- 
able from the large retailers to whom the service 
dealers have supinely conceded much of this tre- 
mendous antifreeze market. 


Get the Storekeeper Slant 


“The answer is obviously not one of price,” 
Bergan says. “Small merchants in other classes of 
trade are still successful—even thriving—despite the 
price advantages of mass retailers. The service sta- 
tion has all the modern equipment and facilities to 
give proper antifreeze service in accordance with 
recommended practice. 

“But the dealer can’t utilize his facilities if he 
waits until the first freeze. What he can do is re- 
mind customers of last winter, and point out they'll 
need antifreeze sooner or later, and by that means 
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create a prospect for a profitable winter package. 


That may call for the use of some imagination 
and persuasion, says Bergan, but that’s what it 
takes to be a successful storekeeper in any line. 

And whether they like it or not, service-station 
operators have become storekeepers, he said. 
They've been cast in that role by the sheer vol- 
ume of nonpetroleum merchandise that now moves 
through their hands. 


“While it may seem trite to stress this,” Ber- 
gan said, “the very fact that these relatively new 
merchants do have excellent service facilities — 
plus the fact that their customers visit them as often 
as once a week — gives them a major advantage. 
Their mass-retailer competitors in the antifreeze 
market have no such facilities nor any assurance 


On the specific problem of lost antifreeze sales, 
Bergan urged TBA men to help the dealer realize 
all the things he can do to regain much of the 
business that has drifted away from him. 

“A continuing defeatist attitude on his part will 
not win any battles.” he said. 

Speaking for his company, Bergan said: “We 
are going to do all we can before the forthcoming 
season, even to the extent of nationwide TV com- 
mercials. The commercials will tell the car owner 
of things he really should do to get his car ready 
for winter, by calling on his service dealer. 

“We believe we can contribute a lot to revers- 
ing the trend, but the service dealer must help. 
Since much of this ground was lost to him by de- 
fault, it can be regained by aggressive and imagina- 


of recurring visits by their customers.” 


tive thinking, planning and selling.” & 


TBA Straws in the Wind, by Frank C. Sturtevant 


TBA Men View Tidewater's New Brake Plan 


Garrett 


FIRST REACTIONS of other oil 
companies to the new brake-service 
program of Tidewater’s Western Divi- 
sion fall into three classes. 


* Some endorse it, some condemn it, 
some approve the theory but question 
whether it will work. 


Tidewater is not the first to intro- 
duce brake training to dealers, but is 
the first oil company to go in for the 
sale of brake lining along with other 
TBA merchandise (NPN—May p120). 


At the West Coast TBA convention 
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Prenter Dargatz 


in San Francisco, NPN sought the 
views of a number of oil men on 
Tidewater’s move. Here are some 
typical comments: 

e Mac Garrett, Union Oil, thinks 
it’s a promising idea for two reasons: 
(1) the tight situation on gasoline mar- 
gins, and (2) the growing status of the 
service-station dealer as the caretaker 
of his customer’s car. 

“Our company is studying the Tide- 
water program very seriously,” Gar- 
rett said. 

e S. M. Prenter, Signal Oil & 


Clem 


Gas: “I’m all for it. It looks like a 
wonderful program and in my opinion 
we'll be doing this in the near future. 
We've all got to think about this sort 
of business because there are several 
areas of potential lost revenue staring 
us in the face. Differentials are sealed; 
Detroit and the trucking industry are 
now developing sealed radiators; may- 
be we'll have a sealed engine in a few 
years, too. The best hope for keeping 
profits is TBA.” 

e Don Dargatz, Home Oil Co.: 
“It’s a good idea when a company 
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new self-priming pump efficiency 


for bulk stations... 
with Ingersoll-Rand “centri-prime” Motorpumps 


unique design 
incorporates 
built-in 

positive 
displacement-type 
priming unit 





SUCTION PORT 


to PRIMING PUMP 
aha ashe PRIMING PUMP 





PRIMING PUMP IMPELLER . < . 
priming time 
for the 


The new Ingersoll-Rand ‘“‘centri-prime’’ Motorpump now combines— “centri-prime” 
in one compact unit—positive displacement-type priming with the (example for 16 lift) 
efficient, high speed liquid handling of a centrifugal pump. This totally 6” pipe: 4.2 sec/ft 
different pump is designed specifically to handle suction lifts such as a pipe. o -_ : 
encountered in underground storage tanks, top unloading of tank cars, 3° al 1] are ft 
transports and similar bulk station applications. Get complete facts on the amazing 


. : ee : ‘ ffici f the new “‘centri-prime”’ 
On straight suction the unit will prime under lifts to 19 feet total head. elas: Write today as ak 
Once liquid reaches the standard impeller, the centrifugal pump 70215, and see your local Ingersoll- 


takes over. Rand representative or oil equip- 
ment jobber. 


PRIMING PUMP CASING 











over a century of pump progress 


New Ingersoll “centri-prime” Motorpump. from the leading manufacturer . « « 
5, 7%, 10 and 15 hp sizes for deliveries 


to 600 - oe to 120 ft. Ing ersoll = Ran 


11 Broadway, New York 4, N. Y. 


Other Ingersoll-Rand pumps for bulk plant service 


Compact Motorpumps |Horizontally-Split Pumps} Cradle-Mounted Pumps 
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BREAKTHROUGH IN ba 
PUMP SIGNS — the size of Tidewater backs up the 


product. Generally the program looks ° 
ss good, although we wonder how dealers Midwest marketer stops 
3 D, DURABLE, will aieuet gg 


G. S. Clem, Richfield: “I don't | CUStomer complaints 
LOW-COST EVEN think any or suailen should tie it f | b . 
IN SHORT RUNS self up on major repairs. While the on rue y uSINg... 


car is in the bay you are losing gal- 
lonage and spot sales out on the apron. 
Gas, oil, small retail sales right on the 
car—that’s where your profits are.” 

e Anonymous, Standard of Calif: 


“We'll just wait and see. As everyone | _ FUEL ADDITIVE. 





knows we are very conservative on 
TBA, and this move seems to go a 
step further than that. Mainly we have 


to move gas and oil, and we are very | A TRETOLITE 


careful about which stations we let 
go much further than that. First the COMPANY PRODUCT 


operator has to prove his gallonage 
for us.” 

e Anonymous, large major com- 
pany: “They are probably on the right 
track. In fact there are many areas oil 
companies will have to go into be- 
sides brakes. It’s a good idea provided 
they can offer service and properly 
train their personnel. 

“We find that we have to make 
old businessmen of our dealers first. Our 
pitch right now is to teach them to 


fashioned pump signs, is here! It heat . 
teams up two tough, new products: andie money, so they know how These bar charts illustrate the revatte on some 
of the comparative tests conducted. Additive 


Eastman’s amazing Tenite butyrate much they made that day, or lost. It’s “B” was the additive which TOLAD replaced. 
plastic and lifetime, anodized alumi- jumping the gun to give them some- ; 
num framing. Immune to weather as thing complicated like brake instruc- ane recent heating a a midwestern 
te =e a : Mh : bef. h : oil company was plagued with customer com- 
well as bangs from car doors. Five- tion before they are qualified to run plaints, stemming from frequent plugging of 
minute mounting with invisible rear, their business.” filters in domestic heating systems . . . despite 


Tustproof fasteners. No edge cracking e Anonymou 1 — : the fact that the refiner was using a commercial 
s, large oil jobber: itiv ; ifficulti 
‘or corner breaking, ever! y ? 8 J additive to prevent such difficulties. 


“ce “4 = , 
If Tidewater’s dealers are no better The company inspected the household fuel 
than ours, watch out. If you can’t tanks and cad pear we 9 Nags > 
© . spections showed the fuel ol to be highly 
and rubs, deep-form it to startling 3- ~th them to run a blending pump, unstable, which resulted in the formation of 
° “fy ° “, Ww 7 ‘ : : : 
dimensional beauty. Hiair-fine proc- kd —~y you going to teach them sludge. The sludge was plugging the filters 
ricci thea lage al ally "This j ses ester tush Inged on he epi oneal 
important). We alone know all the This jobber also suggested that new- Touap* Fuel "Additive. Gaites the proven 
hard-learned secrets. car dealers might resent major-oil- heating season, with Toran in the fuel oil, 
1000 is a practical run . . . tooling stations. “If this program works out,” sludge formation was virtually nil. 
as low as $500.00. And unit cost is he said, “service departments aren’t The only customer complaints received were 
i co. Gell f oing t ° lool h 20 the result of faulty burner adjustment. The 
LOW. Sample? Send coupon for our going to enjoy losing those $20-$30 use of ToLap is now routine with this refiner. 
nee oa ae : - 
ee er a handsome, multi- jobs. : To improve the storage stability of your fuel 
color 914” x 20” wall plaque with a While soundin u i oils, and cut additive costs at the same time, 
: d g out the attitudes o 
stimulating message. the other West Coast oil companies ask your Tretolite refinery service engineer 
’ 


about ToLap Fuel Additive, or write... 
/= ( NPN also got from Joe Giardina, TBA FA-60-8R 
EL | ita, sales supervisor of Tidewater’s Wes- oe ; : 
tern Division, his own informal ap- Registered trademark of Petrolite Corporation 
en ay om ones enemas praisal of the move: | 
“Mostly we wanted to increase the PETROLII E 


DUALITE PRODUCTS, INC. 

Warrick and Settle Streets dealer’s revenue. The dealer has to POmr ORATION 
Cincinnati 27, Ohio make more than a fair living, and 
there has been a continuing increase 


Send me FREE emb d wall plaq al 
in the cost of his doing business,” said 
Giardina. Brakes were picked as a TRETOLITE COM ie Y 


“Nothing happens until somebody 
good item because so many stations b: DIVISIONS 
: 








Perma-Plak, the successor to 


We bake brilliant colors on under- 
side of Tenite sheet, away from rains 


J 
' 





SELLS something!" 
We are interested in pump plaques [] 
already do brake work. 
ned brake work 369 Marshall Avenue, Saint Louis 19, Missouri 
€ training program makes him 200 South Puente Street, Brea, California 


outdoor signs [_] indoor signs [_] 
a specialist, an expert,” he told NPN. ‘ 
Giardina also reports that dealer Ofese ane uenneien om 
acceptance of the brake-training idea CANADA « ENGLAND © VENEZUELA » BRAZIL 
has been “amazing.” He says his group COLOMBIA + GERMANY « ITALY « JAPAN » KUWAIT 
can’t train them fast enough. MEXICO + NETHERLANDS « PERU « TRINIDAD 








Company 


Street 


City Zone State 
a 








FSS ee wee are ee we = 
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easy to tu rn: The longest time in the world can 

be the time it takes to close a 
valve... when you have to close it in a hurry. The sure, easy quarter 
turn closure of Rockwell-Nordstrom valves saves seconds, even min- 
utes. And you'll save hours of maintenance time on seat replacement 
with the Rockwell-Nordstrom's sealant system, which replaces the 
valve's seat from outside. The longer life of these valves—six, eight, 
even ten times ordinary types—saves days of replacement labor. Add 
up these times, multiply by the valves in your plant, then again by your 
labor rate: the result may amaze you. We'll be happy to send you 
complete information. 


ROCKWELL- Nordstrom VALVES 


another fine product by & 


ROCKWELL 





Write to: Please send me Bulletin V-618. 


Rockwell Manufacturing Company 
100F N. Lexington Ave., Name 
Pittsburgh 8, Pa. 
Canadian Valve Licensee: Company 
Peacock Brothers, Ltd. 
Box 1040, Montreal, Quebec Street... 
Rockwell International, S.A. 
81 Rue de la Servette Cit Z 

Geneva, Switzerland ™ a 











en 


for Island lighting at its best 
is WHiITEWwAY’s JET-LUME 


WHITEWAY'S JET-LUME fixture is by far the finest fluorescent island fixture 
on the market today. Here are a few reasons why: 


e Basic material is aluminum 


el j Mm j Tt] a te \ a) ‘ @ Type of construction . . . heavy duty | beam with fully adjustable 


post mounting brackets, post brackets are available with 2”, 21/,” 


that third AN — 


@ Reflectors are of baked white enamel 


Suppor t pos f ap \.» | © Doors constructed of 1/10” thick, high light passage, 


opalescent acrylic plastic, mounted in hinged positive lock 
extruded aluminum frame, sealed with %/,” foam plastic 


S 0 of ten 7 | ‘ ' . | : gasketing 


e@ Number of lamps per unit are 4 or 6, type of lamps 


N é ed ed ' to be used are 4 or 6 H.0., 800 milliampere, or 4 


P.G., 1500 milliampere 


e Four, six or eight foot lengths or multiples 
thereof 


WHITEWAY HAS A WIDE SELECTION OF POLES 
APPLICABLE TO THE JET-LUME FIXTURE 
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MANUFACTURING COMPANY 


1736 Dreman Ave. ¢ Cincinnati 23, Ohio 
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From left to right: Milton Cross, the “Voice of Opera” 
— and announcer for Texaco’s Metropolitan Opera 
Broadcasts; Chet Huntley, famous newscaster of the 
Texaco Huntley-Brinkley Report; MarionJ.Epley,Jr., 


Senior Vice President of Texaco Inc., at the luncheon 
meeting of the Radio and Television Executives Soci- 
ety of New York, April 18, 1961—when presentations 
were made of the highly coveted Peabody Awards. 


Texaco News and Opera programs win Peabody Awards! 


BOTH the Texaco Huntley-Brinkley Report (TV) 
and Texaco’s Metropolitan Opera Broadcasts 
(radio) receive the coveted George Foster Peabody 
Awards! This is the first time that two regularly- 
scheduled programs, sponsored by the same organi- 
zation, have been winners in the same year. 

Chet Huntley, shown above, accepts the Peabody 
Award for the best television news program of 
1960. Mr. Epley of Texaco accepts the Peabody 
Award for the Texaco-Metropolitan Opera Radio 
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Network — for outstanding public service — 1960. 

Administered by the University of Georgia, the 
Peabody Awards are widely considered the most 
significant of all citations for excellence in the 
broadcasting industry. 

We are proud to be the sponsor of two award- 
winning programs. But even more satisfying is the 
fact that both programs are remarkably successful 
in building more friends and more sales for Deal- 
ers, Consignees and Distributors of TEXACO 
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ALL-NEW ARO LUBE LINE 


TO MAKE YOUR BUSINESS CAR CARE HEADQUARTERS 





New Aro Safe-Gard Portable Dress up the lube bay and dress up the profit statement 
Lube Equipment is available in a \ with all-new Aro Safe-Gard Reels. Provide fast, sure 
complete line . . . precision engi- ‘ a command of lubes, motor oil, air and water. Loaded with 
neered and smartly styled to help “a vf features for lasting satisfaction. 

you do more car maintenance 

business. 


: ( 


“ 


SETSYOU UP TO SELL COMPLETE CARMA Neh ANCE JOBS 
FORSAFE DRIVING...KEEP BUSINESS AND é ik FITS GROWING! 


Today’s motorists are sold on complete car care service for safe, ce 

trouble-free going. They hear about it, read about it, drive in ® 
where it’s offered. Any dealer who hopes to prosper had better 

provide it. And that calls for new ARO Safe-Gard equipment— 

for complete chassis, gear, A. T. F., motor oil, air and water 

service. New ARO Safe-Gard Lube Equipment will step up speed 

and efficiency, let you turn out good work faster. And its clean- 

lined, modern styling captures customer confidence . . . assures 

repeat business. All this, plus ARO-engineered dependability 

(backed by an exclusive warranty) that’s unmatched in the 

industry. See your Aro Representative soon. AUTOMOTIVE 
SERVICE EQUIPMENT 


The Aro Equipment Corporation, Bryan, Ohio 


TB. | ’ ‘ Aro of Canada, Ltd., Rexdale (Toronto), Ontario 
at p . Factory Branches: Buffalo, Chicago, Cleveland, 
i ms) <A CRA Detroit, Elizabeth, N. J., Los Angeles, New York City, 
a 5 : zy Minneapolis-St. Paul, San Mateo, Calif. 


Claes —: ne — Offices in all Principal Cities. 


Complete Line of Automotive Service Equipment 
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WHAT’S 
NeW 
IN 
EQUIPMENT 





Safety pushbutton 


. . . ls compact, two-unit, explosion-proof 
switch, housed in an aluminum enclosure. 
Designed to meet NEMA 7 and 9 spec- 
ifications for motor control in hazardous 
areas. Gemco Electric Co., 25685 W. 
Eight Mile Rd., Detroit 40, Mich. 


Swivel clamp 


. . « for gasoline-pump hose is said to 
make hose handling easier and lengthen 
retractor-cable life. One-piece construc- 
tion is said to eliminate need for aux- 
iliary protective boot. Aero-Motive Mfg. 
Co., 12 Alcott St., Kalamazoo, Mich. 


Rear-Engine Tank Truck 


Equipment 


Truck meter 


. . for 60 gpm flow rates, is a self- 
purging unit of the vertical-piston, posi- 
tive-displacement type. Available either 
with counter only, or with ticket-printer, 
preset control, strainer, air release, and 
back-pressure valve. Tokheim Corp., 1602 
Wabash Ave., Ft. Wayne, Ind. 


High-pressure oilers 


. are offered in two new models. No. 
400, with capacity of one quart, is for 
white sidewall cleaners, solvents and all 
light oils. No. 401 is for lubricating 
springs and shackles, and for applying 
engine-cleaning solvents and penetrating 
oil. Plews Oilers Inc., 701 S. 7th St., 
Minneapolis, Minn. 





NEW JERSEY 








BRILLIANT “DAY-GLO” 


GAS PRICE SIGNS 
on 

Your P PER 9 

oe _ ont 21 “2 

TAX ‘seal Oi 

) £0) 3 & ‘ A 


LARGE SIZE 
10” x 12” 


EMPRO PRODUCTS CO. 


357 McLean Bivd., Paterson, N. J. 
NEW YORK 


Forevery size consumer- 
commercial account. 
WALCO EQUIPMENT CO. 


227 Solar Street 
Syracuse 3, New York 





BRITISH-PETROLEUM has in use in England a new type of tank truck of 
4,000-Imperial-gal. capacity. The six-compartment tank, cab, and chassis are 
combined in a single, aluminum-alloy unit that stands about two feet lower than 
conventional road tankers. 

The 8-wheel truck is driven by a diesel engine mounted in the rear in 
such a way that a complete engine change can be made in 30 minutes. 

Other features are semiautomatic transmission, air suspension, automatic 
chassis-lube system, and a periscope tube that gives the driver a rear view up 
to within five feet of the vehicle. 


PENNSYLVANIA 





E. O. HABHEGGER CO. 


24th & Fairmount Aves. 
PHILADELPHIA 30, PA. 
Engineering & Equipment 
BULK TERMINALS TRUCKS 


SERVICE STATIONS 
Member NAOEJ 
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Equipment 


New lift line 


. consists of a variety of frame- and 
axle-engaging types. Included are models 
for passenger cars, as well as heavy-duty 
units for trucks and buses. Lincoln En- 
gineering Co. 4010 Goodfellow Blvd., 
St. Louis 20, Mo. 


Heavy-loading arm 


. is designed to withstand rough treat- 
ment. The spring-balanced arm has a 
steel riser joint with widely spaced, 
heavy-duty bearings and heavy-duty pack- 
ing elements. Available in 3-in. and 4- 
in. sizes. Continental-Emsco Co., P.O. 
Box 359, Dallas 21, Tex. 


Equipment Literature . . . 





Tire repairs 


. . . for fleet operators are the subject 
of a new brochure. Presents case studies 
on tube and tubeless repairs by the Dil- 
lectric method. Dill Mfg. Co., 700 E. 
82nd St., Cleveland, Ohio. 


Liquid blending 

. . . at low cost is the subject of Bulletin 
650. Bulletin describes manufacturers 
VariFlo line of variable-volume pumps 
as applied to new concepts of continuous 
line blending. Blackmer Pump Co., 
Grand Rapids, Mich. 





Easy on—Easy off—with unique swivel adapter! 


OKHEIM 


HIGH-VACUUM 


FAMOUS 688 SERIES 
-—A STAND-OUT BUY! 


Now you or your customers can 
handle liquids safer, faster, with 
far more convenience! This 

pump features a bung adapter that 
swivels! Thread suction tube 

in or out of drum as quickly and 
easily as working a gate valve. 
Swing handle to any position and 
lock with wing nut. Low cost; 
ruggedly built; requires 

minimum maintenance. Versatile, 
too. Quickly converts for pipe 
line, drum, underground tank, 
Call your Tokheim representative! 





Check These Features! 


Cast-iron 
swivel adapter 
—no aluminum 

threads to wear 





e Faster, easier installation with unique, new 
bung adapter that swivels 

@ Flexible diaphragm fashioned of tough, 
molded-synthetic material 

@ No piston to leak, stick, freeze or jam 

© Stainless steel shaft, valves, springs 

@ Die-cast aluminum alloy housing—corrosion- 
resistant in and out 

® Sliding suction tube — adjusts itself to tank depth 








General Products Division 


TOKHEIM CORPORATION 


1650 Wabash Avenue 


Fort Wayne 1, Indiana 





Subsidiaries: GenPro Inc., Shelbyville, Indiana; Tokheim of Canada, Ltd., 
Toronto, Ontario; Tokheim International, A. G., Lucerne, Switzerland 





Lift bulletin 


‘ describes Lincoln’s new Power- 
Master single-post lifts for passenger 
cars and light trucks. Includes super- 
structure data on both swivel-arm and 
H-frame types and a selection chart for 
semihydraulic and full-hydraulic models. 
Lincoln Engineering Co., 4010 Good- 
fellow Blvd., St. Louis 20, Mo. 


Equipment Suppliers .. . 





You can win a $1,000 award if you 
have any suggestions about new appli- 
cations or new markets for hot-dip gal- 
vanizing. Just send them to the Amer- 
ican Hot Dip Galvanizers Assn., 5225 
Manning Place N.W., Washington 16, 
Dc. 


& 

The Pittsburgh-Des Moines Steel Co. 
has named Renick & Mahoney Inc. as 
sales representative for Hammond stor- 
age tanks in southeastern New York, 
New Jersey and northeastern Pennsyl- 
vania, including the metropolitan area 
of New York City and Long Island. 

° 

The Aro Corp. is now the right name 
for what used to be the Aro Equipment 
Corp. Aro was originally best known to 
the oil industry as a manufacturer of 
lubrication equipment. The name change 
is a result of its expansion into a wider 
range of products and markets. 


6 

United States Rubber Co. has a new 
distributor for New England, Globe 
Rubber Works Inc., 11 Newbury St., 
N. Quincy, Mass. David Knowles is presi- 
dent of Globe Rubber. 


Equipment People . . . 





Thomas C. Sut- 
ton has been named 
president of the 
OPW Div. of Dover 
Corp. Sutton has 
been with OPW 
for the past 10 
years starting as 
administrative as- 
sistant to the vice 
president of sales. 
He was elected 
vice president in 
charge of manufac- 

turing in 1955 and was placed in charge 
of sales in 1957. 
e 
R. S. Schuba has been named Detroit 
district manager for Hewitt-Robins Inc. 
He was formerly in charge of sales in 
Louisville, Ky. 
é 
William J. Brown has been named 
OPW district manager for the Rocky 
Mountain area, with headquarters in 
Denver. A graduate of the Michigan 
College of Mining and Technology, 
Brown formerly worked for Shell Oil 
Co. and Ford Motor Co, 
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NEW PARANOX 221 


An improved detergent inhibitor 
designed for Series 3 lubricants 


Paranox 221, a new detergent-inhibi- 
tor package, is a potent additive for 
formulating Series 3 Oils. These lu- 
bricants are required to meet the 
severe lubrication needs of all engines 
found in heavy duty diesel equipment. 
Oils formulated with only 11-12 
volume % of Paranox 221 will meet 
these demanding requirements. 

The outstanding property of 
Paranox 221 is its excellent detergent 
inhibition action in base oils, demon- 


Test piston from Caterpillar 1-G supercharged die- 
sel engine after 480 hours operation with Series 3 
iubricant. Clean ring zone emphasizes excellent de- 
tergent-inhibition properties of new Paranox 221. 


strated by high piston cleanliness in 
Caterpillar 1-D and 1-G (shown above) 
supercharged engine tests. It also im- 
parts long-term oxidation stability, 
rust protection and antifoam proper- 
ties to finished lubricants. Because of 
these properties, a Series 3 lubricant 
formulated with Paranox 221 can be 
effectively used in various other appli- 
cations where the equipment manu- 
facturer recommends Series 3 oil, such 
as transmissions and final drives. 


EXCITING NEW PRODUCTS THROUGH PETRO-CHEMISTRY 


ENJAY CHEMICAL COMPANY 


A DIVISION OF HUMBLE OIL & REFINING COMPANY 
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For a comprehensive new bul- 
letin on Paranox 221, write to 
Enjay at 15 West 5lst Street, 
New York 19, New York. 


ADDITIVES 





Equipment 


Walter W. Lam- 
mers is now general 
sales manager for 
Unitog Co. and 
Brookfield Uni- 
forms Inc., Kansas 
City, Mo. For the 
past 17 years Lam- 
mers has been in 
the advertising and 
sales departments 
at Skelly Oil Co. 
For the last three 
years he was direc- 
tor of advertising and sales promotion. 
In his new post he will direct uniform 


Lammers 


sales through regional offices in Los An- 
geles, Bridgeport, Conn., and Beaverton, 
Ore. 

cm 


J. David Warfield has been named vice 
president of sales by Veeder-Root Inc., 
manufacturers of computers and count- 
ing instruments. He was formerly mar- 
keting manager for the Delta Star Elec- 
tric Div. of H. K. Porter Co. 

& 


Leo T. Ryan has been elected vice 
president of sales by Vulcan Steel Con- 
tainer Co. He has been general sales 
manager since 1958. 





VIKING 


HEAVY OIL AND ASPHALT PUMPS 


ARE TIME SAVERS-COST SAVERS 


You save time and cut operating costs with Viking Pumps 
because you can install a Viking that’s the right size to 
do your job — not too big, not too little. You have a 
complete line of standard and heavy-duty pumps, with 
or without steam jacketing, available to answer every 
heavy fuel and asphalt handling problem. 


Sizes and models for all bulk plant, truck transport 
and marine terminal use. Any capacity up to 750 gallon 
per minute and larger. Mounting, drive and power ar- 


rangements to suit. 


Fast, positive self priming. Capable of stripping 
tanks. Smooth and constant discharge. Pressures up 
to 200 P.S.I. on many heavy duty models. 


450 G.P.M. Jacketed, heavy-duty 


For full information, 
write for 


catalogs CR & ER 


ASPHALT PUMP 


Fig. 424 Transport Pump 











VIKING PUMP COMPANY 


Cedar Falls, lowa, U.S.A. In Canada, It’s ‘‘Roto-King’’ Pumps 
Offices and Distributors In Principa’ Cities. See Your Classified Telephone Directory 





Frank D. Wilson 
is now _ regional 
sales manager for 
Plasti-Line Inc., in 
charge of a new 
regional office in 
Houston. Wilson 
has been with 
Plasti-Line for the 
past 14 years as a 
sales representative, 
sales service man- 
ager, and most re- 

Wilson cently as operations 
planning manager. An electrical-engineer- 
ing graduate of Virginia Polytechnic In- 
stitute, Wilson joined Plasti-Line coinci- 
dent with its entry into the plastic sign 
field. 

& 


Lou Trisler has 
been named sales 
manager of _ the 
newly formed Oil 
Equipment Div. of 
Plumb Supply Co. 
of Des Moines, 
Iowa. He was for- 
merly with the Gib- 
son Pump and 
Equipment Co., of 

P 2 Re agpe in a 

similar capacity. 

— The new division 

also operates from Plumb _ Supply 

branches at Mason City, Fort Dodge, and 
Storm Lake, Iowa. 


Robert F. Me- 
Donald has been 
named manager of 
the oil-equipment 
division of the 
A. Y. McDonald 
Mfg. Co., Du- 
buque, Iowa. For 
the past two years 
he has covered the 
Midwest as oil- 
equipment _repre- 
sentative. McDon- 
ald is a graduate 
of the State University of Iowa, class of 
1952. After three years in the U.S. Navy, 
he spent two years as a special oil-equip- 
ment representative contacting key ac- 
counts throughout the United States. 


McDonald 


Charles K. Aaron 
has been named 
president of Wayne 
Pump Canada Ltd. 
He was formerly 
assistant to A. E. 
Trafford -- Owen, 
whom he succeeds. 
After service in the 
U.S. Navy in World 
War II, and grad- 
uation in busi- 
ness administration 
from St. Francis 
College, Aaron joined Wayne at Salisbury 
in 1952. He became assistant export man- 
ager and went to the Canadian subsidiary 
in 1959. 


Aaron 
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NEW 
CHIKSAN 


SPRING BALANCED 


LOADING 
ARNM=— 


Here is a series of loading arms that 
is built to deliver solid performance 
right around the calendar. Outstand- 
ing new compression spring design 
offers finger-weight flexibility, yet the 
arm will not creep or sag when re- 
leased. Springs are housed in a sturdy 
weatherproof steel case. Balance ad- 
justments are accomplished with a 
hand wrench. The swivel joints on 
the arm have the dependability that 
has been associated with the name 
Chiksan for 30 years. Get the facts. 
Write for Bulletin 1-61. 


FEATURING NEW 
TOTALLY ENCLOSED 
COMPRESSION 
SPRING 


MAIL COUPON TODAY 


ut 
» DF 50 


ll \ 
7 


/ 


4 MODELS FOR 
PETROLEUM SERVICE 


Select from a com- 
plete line, All models 
—Folded Arm, Sliding 
Sleeve (shown above), 
Bottom Loader and 
Long Reach are avail- 
able in 2, 3, and 4- 
inch sizes. Each 
model is a complete, 
ready for service, unit. 


am (0)0) 4 Ro 38) 5 
CHEMICAL SERVICE 


For loading or unload- 
ing virtually any 
chemicals, Chiksan 
offers a standard 
group of arms 
equipped with its DS 
series swivel joints. 
Available in Folded 
Arm model or Sliding 
Sleeve unit (shown at 
Y left). 


WANT TO CONVERT 
EXISTING EQUIPMENT? 


ksan Basi 


CHIKSAN COMPANY 
330 North Brea Bivd., Brea, Calif. 


Please send me your Bulletin 1-61. 
Name 

Title. 

Company. 


Address 


CHIKSAN COMPANY — General Offices: Brea, California © Well Equipment Mfg. Corp. Division (Weco Unions, Hamer Valves) @ Chiksan International @ Chiksan of Canada Ltd. 


Offices and Representatives in Principal Cities of the World 
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Just spot the car on the floor stops, position the pads and 
arms, and raise the lift . . . it’s that fast, that simple. With 
any car? Yes, any. . . large or small; domestic or foreign, 
old, new or yet to be built. And with Wayne’s Universal Lift 
Wayne there is no crawling under. To adjust the pads, simply 
swing the arms out from beneath the car, using the hook 
provided. Then push the arms back to proper lift position. 


With its small superstructure and high degree of adjust- 
ability, the Wayne Universal Frame Lift gives you clear 


access to the entire car underbody. Mufflers, differential, 
brakes, suspension—everything is handy. You work at eye 


level, with plenty of headroom and a clear floor underfoot. 
You work faster and better; keep customers satisfied and 
get more return business. 


The Wayne Universal is a safe lift. Load on the arms is 
helps you make supported by large underlips, which take all stress off the 


swivel bolts. The entire lift structure is rated to 8000 Ib. 


more profit on ... and has been successfully tested far beyond this. Avail- 
able in either full (E-6068-F) or semihydraulic (E-6068-S) 


inside work models, each with new minimum-friction packing that 
assures lift follow-through to floor after tires touch down. 


For complete data, request new Bulletin W-146. 


The Wayne Universal Lift can handle any car that 
turns into your station; retracts to 45% in. to clear 
the lowest import. Designed for maximum access 
to underbody for fast, profitable servicing. 


3-position, sliding contact pads STANDARD " Pads also rotate 360° to permit lift- 
are readily adjusted to reach and POSITION ing cars safely with lift arms offset 
support even the most inaccessi- , from normal position, thus providing 
ble frame points. Extra reach in sia fs ae to portions of underbody which 
raised position permits handling 4 4 might otherwise be obstructed. 

light trucks as well. : 


tt 1 RAISED 
POSITION 


#2 RAISED 
POSITION 


THE WAYNE PUMP COMPANY aoe UK WORLD'S LARGEST 
Division of Symington Wayne Corporation 4 } . am Ml Se MANUFACTURER OF 
Salisbury, Md. * Fort Wayne, Ind. ‘; Th GASOLINE PUMPS AND 
WAYNE PUMP CANADA, LTD. « Toronto, Ontario a Li a sseVict STATION EQUIPMENT 
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WHAT’S 
NeW 
IN 
TBA 





Safety cap 


. . . for pressurized cooling systems on 
cars and trucks has a new method of re- 
lieving pressure prior to removal. A turn 
of a handle at the top dissipates build-up 
pressure in the system, minimizing the 
danger of scalds and burns. Eaton Manu- 
facturing Co., 17877 St. Clair Ave., 
Cleveland 10, Ohio, or Bill Green, 8333 
Masters Rd., Indianapolis 20, Ind. 


Carburetor parts 


. . and service aids are offered in a new 
assortment, called HC-542. Contains 
gages needed for minor overhaul and 
service on the most popular Holley and 
Ford-built carburetors. Also includes nine 
minor-overhaul kits, called Pep kits, and 
a cross-referenced chart of applications. 
Holley Carburetor Co., 11955 Nine Mile 
Near Hoover Rd., Detroit, Mich. 


Easy-change filter 


. is now available from Fram as a 
replacement for all oil filters on 1961 
General Motors passenger cars. A hex 
nut has been added for quick wrench re- 
moval since the factory filter installation 
does not allow room for removal by 
hand. Fram Corp., Providence 16, R.I. 


Precut cable 


. . » provides complete ignition coverage 
for 197 cars in only 12 boxes. A selection 
chart permits dealer to pick the right 
length of balanced-resistance ignition 
cable complete with spark plug terminal 
for each cylinder. Electric Autolite Co., 
Toledo 1, Ohio. 














Power-brake tester 


. saves the time otherwise required in 
frequent re-installation of the power- 
brake cylinder for trial and adjustment. 
Permits complete repair and adjustment 
of any power-brake cylinder while on the 
bench. Borroughs Tool and Equipment 
Corp., 2429 N. Burdick St., Kalamazoo, 
Mich. 


Alternators 


. as replacements for generators on 
existing cars with 12-volt systems are now 
available. New Series 6000 alternator 
delivers 5 to 10 amperes while car is 
idling. Potential of 40 amperes keeps 
battery fully charged even with all elec- 
trical equipment in operation. Leece- 
Neville Co., 1374 E. 51st St., Cleveland 3, 
Ohio. 
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Premium tire 


. . . Called the Ultra M 200 has been 
added to the Lee line. Talking points are 
a quiet tread design, a new tread-com- 
pounding method to produce longer tread 
wear, and the use of extra-strong nylon 
cord called super tensile. Lee Rubber & 
Tire Corp., Conshohocken, Pa. 


Tuneup merchandisers 


.. . in the form of a new line of panel, 
work-bench, and cabinet mountings, is 
offered in conjunction with Lincoln’s 
Quick-Check tuneup instruments. Illus- 
trated in Bulletin 303, Lincoln Engineer- 
ing Co., Dept. Q-C, 4010 Goodfellow 
Blvd., St. Louis 20, Mo. 


Dual pushbutton 


. added to the handle of Big Four’s 
Mark I air-powered tire changer is said 
to give one-hand control of every stage 
of tire-changing leaving the other hand 
free to position the upper bead breaker. 
Big Four Industries Inc., Foster, Ohio. 


Battery carrier 


. . . grips opposite corners of the case 
with specially-designed hooks. Said to 
handle batteries with both posts on one 
side as easily as regular types. Self-lock- 
ing feature draws up and holds strap as 
battery is picked up. Bishman Mfg. Co., 
Osseo, Minn. 
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TBA Literature ... 





Yankee catalog 


... is a new 26-page edition of the entire 
Yankee line of turn signals, lights, mir- 
rors, emergency and marine equipment, 
and passenger-car safety products. Yankee 
Metal Products Corp., 25 Grand St., Nor- 
walk, Conn. 


Cloth signs 


. . . for outdoor promotion of products, 
services, or special events are presented 
in a new mailing piece. The signs are 
known as letter-banners and can be made 
up with any desired message in any quan- 
tity. Prices start at $4.00. Pratt Poster 
Co., Inc., 225 N. Jersey, Indianapolis 4, 
Ind. 


Tuneup wall charts 


. . are 20-page flip charts that give nec- 
essary tuneup specifications including 
original-equipment part numbers for 
plugs, distributors, regulators, fuel pumps, 
and idle speeds for all passenger cars 
from 1953 through 1961. Price 15¢ each. 
Automotive Electric Assn., 16223 Meyers 
Rd., Detroit 35, Mich. 


AEA catalog 


. contains electrical and carburetor 
parts listings of original equipment used 
on all passenger cars and light trucks. 
Automotive Electric Assn., 16223 Meyers 
Rd., Detroit 35, Mich. 


Truck-tire service manual 


. includes a 12-point program for in- 
creasing tire mileage as well as many 
ideas for cutting tire costs. Special section 
how to weigh trucks correctly. Dept. 
118, Cooper Tire & Rubber Co., Findlay, 
Ohio. 


Tuneup bulletin 


... describes the new Sun line of unitized 
testers designed so that station operators 
can start with a two-unit tester and even- 
tually build up to a complete nine-unit 
scope tester without duplication and 
without discarding. Sun Electric Corp., 
6398 Avondale Ave., Chicago 31, Ill. 


Use of decals 


. .. as Selling aids is the subject of a new 
brochure in full color. Illustrates typical 
point-of-purchase applications including 
product identification, truck and window 
signs. Chicago Decal Co., 3310 N. Elston 
Ave., Chicago 18, Ill. 


TBA Suppliers . . . 





Gulf’s TBA line has two new entries, 
one at the top and the other at the bot- 
tom of the price scale. The high-priced 
item is a new premium tire called the 
Gulf Deluxe Crown, claimed to have a 
nonsqueal tread with improved skid re- 
sistance. 

The low-priced item is a price-leader 
battery made in a limited number of 6- 
volt and 12-volt sizes. It has been added 
to the line so that dealers can meet low- 
price advertising. 

e 


Firestone’s official announcement of it’s 
acquisition of the tire division of Dayco 
Corp. discloses that production and sale 
of the Dayton tire line will be continued 
as a separate operation. While a number 
of other rubber companies have marketed 
more than one tire brand, this is a first 
for Firestone. 


Firestone has filed suit against General 
Tire asking for a judicial determination 
of the validity of a recent General patent 
covering the use of oil-extended rubber. 
Firestone claims the process covered by 
the patent was developed during the 
period General was operating under a 
research contract with the federal gov- 
ernment. 





HOW FAMOUS FACES ATTRACT NEW CUSTOMERS 


Rated firms write for free brochure 


OUTDOOR ILLUMINATED PLASTIC SIGNS 
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whole gallon 


This little jiggerful is a pretty close , ws 6measure of the average petroleum 
jobber’s profit per gallon. Lose it through spillage, pilferage or in- 
accurate measurement and you lose the » profit on a whole gallon sold! 

Multiply this by the number of gallons one of your trucks handles. A small 
measuring error could give away $2,000 of your money in one year with the greatest 
of ease! 

This is why accuracy is the only important factor when buying a meter. All 
other factors, such as loss of head or a slightly lower price, take a back seat. 

Make sure you get true accuracy in three dimensions . . . accuracy at one rate 
of flow at any one time . . . accuracy over a wide range of flows . . . and most 
important, accuracy that’s sustained over many years, that doesn’t drift every time 
you turn your back. 

Neptune’s fine reputation and leadership is based on true three-dimensional 
accuracy. For positive personal proof, make your own tests. Keep comparative 
records, And ask your neighbors. 

Neptune oil equipment jobbers near you have all sizes for tank trucks, trans- 
ports, refuelers, bulk plants and terminals. 


NEPTUNE METER COMPANY 
47-25 34th St., Long Island City 1, N.Y. LIQUID METER DIVISION 
Branches and Jobbers in All Principal Cities 
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Crown Central Petroleum Corp. of 
Baltimore now has a sales-commission 
TBA program with Goodyear in addition 
to an existing program with B. F. Good- 
rich. Crown markets through some 2,000 
service stations in a group of East Coast 
states extending from South Carolina to 
New York, and in Texas. 


a 
Union Oil is offering three price levels 
of tires and batteries in its new private- 
brand, Union 76 line. The price levels 


are identified as Minute Man I, II, and 
II. 
* 


TBA People... 


Frederick Bissinger, president of In- 
dustrial Rayon Corp., Cleveland, has 
been elected president of Tyrex Inc. 
Philip E. Robinson continues as execu- 
tive secretary of the organization. 











KelloggAmerican 


Superior Kellogg-American engi- 
neering and workmanship assure 
longer trouble-free life. 

Kellogg-American air compres- 
sors give efficient, low-cost service 
by delivering more USABLE FREE 
AIR per kilowatt hour. 

Warehouses and parts depots 
are strategically located through- 
out the country to insure prompt 
shipment. 

Kellogg-American produces over 
250 different standard models from 
44 thru 20 HP, single and two-stage. 


For full details, see the Yellow Pages for the 
name of your nearest Kellogg-American jobber or write to: 


KelloggAmerican 


DIVISION SCAIFE COMPANY ¢ PITTSBURGH 35, PA. 





Garland G. Fritts has been named 
brand manager of the Dowgard line of 
automotive products for Dow Chemical 
Co. William R. Lewis continues as field 
sales manager for the line. As brand man- 
ager Fritts is responsible for the complete 
marketing program for Dowgard prod- 
ucts. He was formerly merchandising 
manager for Dowgard Full-Fill coolant. 


New officers of 
Anchor Hocking 
Glass Corp. are 
John L. Gushman, 
president and chief 
operating officer; 
William V. Fisher, 
chairman of the 
board and _ chief 
executive officer; 
and I. J. Collins, 
chairman of _ the 
executive and fi- 
nance committee. 

Gushman was formerly vice president 
of Owens-Illinois Glass Co. A graduate 
of Ohio State he served in the Air Force 
in World War II with the rank of major, 
and subsequently practiced law in Toledo 
before joining the Owen-Illinois legal de- 
partment in 1947. 

Fisher joined the predecessor Hocking 
Glass Co. in 1919 and has filled a number 
of corporate offices, serving as president 
for the past 17 years. 

Collins founded Hocking Glass in 1904 
and served as its president from that year 
until 1944. The company now operates 
15 plants: five near Lancaster, Ohio; two 
each in Connellsville, Pa., and Los An- 
geles; and one each in Winchester, Ind., 
Jacksonville, Fla., Baltimore, Md., 
Salem, N.J., San Leandro, Calif., and 
Toronto, Canada. 
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gives 

hose such 
ALL-AROUND 
protection 
against 
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Oil-handling service tortures hose. Twisted and flexed, reeled 
and unreeled . . . dragged around corners and across rough 
pavement . . . constantly exposed to oil, grease, and extremes 
of weather—it takes an outstanding cover to protect hose from 
this kind of beating year after year. 


Only neoprene has the necessary combination of proper- 
ties. Neoprene is known for its exceptional resistance to abra- 
sion and weather . . . for its ability to withstand oil and grease, 
acids and chemicals while retaining its properties. Neoprene 
won’t crack with cold or soften with heat . . . stays tough and 
resilient despite day-in, day-out abuse on the job. 


That’s why a neoprene-covered tank wagon hose outlasted 
the truck of a large fuel oil distributor . . . why a pump island 
hose with neoprene cover showed virtually no wear after eleven 
years . . . why, for every oil-handling need, neoprene keeps 
hose on the job, saves on maintenance and replacement costs. 


Ask your oil equipment jobber for the facts, or write: 
E. I. du Pont de Nemours & Co. (Inc.), Elastomer Chemicals 
Department NPN-6, Wilmington 98, Delaware. 


NEOPRENE 


SYNTHETIC RUBBER 


REG. u. 5. pat. OFF 


Better Things for Better Living . . . through Chemistry 





1 


AIR 
SERVICE 
Gauge— 
Inflate 


heme (/000¢¢119 


Schrader Gauges 


a 7 


* 


/ / VI A 
/ Vi i 
¢ , 4 v4 


3 practices that can organize your tire service 
into a business building profit maker 


Get your full share of the tire business. Schrader’s new 
Tire-Life Extension Plan is the service policy that 
makes you the authority on tire performance—the man 
to see for new tires and all your services. 

Just follow these three simple, profitable practices: 
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THESE ARE THE GENUINE SCHRADER PRODUCTS THAT CAN MAKE TIRE-LIFE EXTENSION A PROFITABLE PART OF YOUR DAILY PROCEDURES 
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NEW TIRE-NEW VALVE 
SERVICE 


Schrader’s 3-way tire 
business builder: 


TIRE-LIFE 
EXTENSION 


Schrader Valves, Caps and Cores 
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1. Gauge and inflate tires accurately. 

2. Make tire, tube and valve repairs with dependable, 
quality products. 

. Install new Schrader valves with Swivel-T cores 

whenever you install new tubeless tires. 
Start the Schrader Tire-Life Extension Plan now. 

Your supplier has everything you need for all three 

services. Ask him. 








Division of Scovill Manufacturing Company, Incorporated 


] A. SCHRADER’S SON * BROOKLYN 38, N. Y. 
° | 


| FIRST NAME IN TIRE VALVES _ 


odivisionof SCOVILE | FOR ORIGINAL EQUIPMENT AND REPLACEMENT 
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Made in America to American standards of quality by American craftsmen 
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WHAT’S 
NEW 
IN 
PREMIUMS 





ARTIFICIAL ORCHID corsage comes packed 
in an attractive plastic gift box. The unit 
price is 50¢, lower in large quantities. 
Artiflor Mfg. Co., 636 Broadway, New 
York 12, N.Y. 


* 


5-PIECE ROD SET is made of split bam- 
boo. It consists of a 3-piece 8-ft. fly rod 
with an extra tip, a bait casting tip, and 
case. Unit price is $2. Around the World 
Shoppers, 829 Newark Ave., Elizabeth, 
N.J. 


TACKLE BOX is made of sturdy plastic 
and has a hinged tray that swings up 
to reveal the bottom compartment. A 
spring latch keeps the box closed. Unit 
price is $1.30 on bulk orders. B. F. 
Gladding & Co., South Otselic, N.Y. 


Premiums 


set of four cups and four saucers comes 
packed in a sturdy box. The china is 
gold-banded and sturdy. Price is 85¢ for 
the complete 4-place set, when ordered 
in bulk. Nichimen Co., 212 Fifth Ave., 
New York 10, N.Y. 


‘SMOKER’ is a cardboard setup. A pack 
of “cigarettes” is included with each 


imprinted unit. When lit, they blow 
smoke rings. Unit price is 8¢ in orders of 
1,000. Marvin Tabak Co., 105 W. 47th 
St., New York 36, N.Y. 








Looking for a selection of 
liquid loaders and liquid 
loading equipment? Look to 
OPW — you'll find liquid 
loaders by the dozens. 
SLIDE SLEEVE TYPES, 
SCISSOR ARM TYPES, 
BOTTOM LOADERS, SHORT 
RANGE AND LONG RANGE 
TYPES . . . A COMPLETE 
SELECTION. SIZES FROM 
2 .ve.6". 


Cpecial <Poading “Problems ? 


Standard OPW products can be arranged to 
solve the problem and save you many dol- 
lars. Choice of 4 different loading valves. 
Selection of construction materials. Dozens 
of different swivel joints. Long or short 
drop tubes. 





ty a] 


ONLY opw OFFERS YOU 

ALL THREE METHODS FOR 
BALANCING LOADING ARMS 
* counterbalance 


* compression spring balance 
* torsion spring balance 
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Brand new cata- 
log gives you all 
facts, figures about 
OPW Liquid Load- 
ers. Filled with 
drawings, photo- 
graphs, charts to 
help you. Write 
today, ask for 


Catalog LL. 
DOVER CORPORATION DIVISION 


2735 COLERAIN AVENUE + CINCINNAT! 25. OFIO + KIRBY 1.5400 + Twx Ci-416 


VALVES. COUPLINGS, SPECIALTY PRODUCTS FOR HANDLING HAZARDOUS LIQUIDS 
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How 
you can 


increase 


your 





PROMS from . 


anti-freeze sales! 


A frank statement by the makers of 
‘‘Prestone’’ brand about today’s changing market for anti-freeze. 


A change in customer habits 
It’s no secret that a lot of dealers have been hurt- 
ing in the anti-freeze section of their business. 
Let’s take a good look at the whole sales picture — 
including the customer — for a clue as to what’s 
happening. And why. 

Ten years ago 95 per cent of all car owners 
bought anti-freeze from dealers who provide serv- 
ice. By 1960 the wide-spread “do-it-yourself” trend 
had changed a lot of habits. Almost 50 per cent of 
car owners were installing their own anti-freeze 
and most of them were buying it “over-the- 
counter.” This figure now seems to be leveling off. 


A merchandising revolution 
A retail merchandising revolution was also going 
on. All sorts of products — including automotive — 
were appearing in supermarkets, discount houses, 
and other forms of ‘“do-it-yourself”’ retailing. The 
top name quality brands were the ones customers 
wanted to buy, so when it came to anti-freeze 
naturally “PRESTONE” brand had the big ‘‘over-the- 
counter” demand. Because of this high consumer 
preference the “over-the-counter” marketers made 
“PRESTONE” Anti-Freeze available in their outlets. 


Can “Prestone" brand stop price cutting ? 
“PRESTONE” brand has obtained hundreds of in- 
junctions against retail organizations prohibiting 
them from selling below minimum retail prices 
established under Fair Trade laws. But this is 
only possible in the diminishing number of states 


having effective Fair Trade laws. In the remaining 
states, a manufacturer is prohibited by law from 
establishing minimum retail prices. 


Here's what the service dealer has 

working for him 
Thousands and thousands of dealers haveimproved 
their anti-freeze business by selling SERVICE. The 
service dealer can check the cooling system and 
sell the complete winterizing service that his 
customers need, thus increasing his over-all profit. 
By providing this all-important service he sells 
peace of mind, and that’s something people will 
pay for! 

Your service story will be featured on big time 
TV advertising. A tremendous “PRESTONE” Anti- 
Freeze advertising campaign, including network 
television, will continue to highlight proper serv- 
icing by well-trained and well-equipped dealers. 
We will provide point-of-sale displays to enable 
you to tie-in with this campaign. 

To sum up: you can win back anti-freeze cus- 
tomers with service. Start early... but be sure to 
give your customers the brand of anti-freeze they 
ask for. You can and will lose sales by fighting 
your customers’ preferences ...and this is some- 
thing the ‘‘over-the counter’’ marketers never do. 

If you sell your customers on service — and give 
them the friendliness and the convenience that 
they want — you'll find anti-freeze business coming 
back to you — the service dealer, 





“Prestone” and ‘Union Carbide” are registered trade-marks for products of 


UNION 
UNION CARBIDE CONSUMER PRODUCTS COMPANY « pivision of Union Carbide Corporation « 270 Park Avenue, New York 17, N.Y. 
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THE GILBARCO MARINA 


With the new Gilbarco Marina you just 
Dial-A-Mix—20 to 1 or 24 to 1 mixes 
for outboards, or straight gasoline for 
inboards. 

No more oil measuring. No more 
hand mixing. This pump mixes gasoline 
and oil for you with “eye-dropper” 
accuracy | 

By eliminating all need for canned 
oil handling when filling outboard 
tanks, the Marina increases the speed 
of fueling. Mixing is complete, and 


completely accurate, to promote top 
engine performance. Gasoline and oil 
purchases are recorded separately 
for tax purposes. Measure and money 
value for both are shown right on the 
pump dial. 

In addition to being the one ideal 
pump for dockside service, service 
stations on shore can also do a big 
business with the Marina during the 
boating season, then use it for straight 
gasoline the rest of the year. Write for 





full details on this new profit-maker 
from Gilbarco. Gilbert & Barker Mfg. 
Company, West Springfield, Massachu- 
setts; Toronto, Canada. 
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Tenneco. A new name. A daring new oil company. Ready 
to go. And that’s where you come in. @ Right now we’re 
regional. We market our oil products in limited areas. But 
we'll be building new stations and associating with others 
that fit into our overall plan. You may have just the right 
stations... find out by contacting us. H We've been devel- 
oping our products and programs over many years, con- 
solidating them into a powerful, competitive oil company. 
Now we're Full grown. With strong capital 
reserves. Strong research. Staffed with youth, vigor, 
open-mindedness...and some outrageously bold ideas 
about products and services. Hl We're going to deal only 
with essentials. Like selling gasoline from just two pumps. 
Regular and Premium and nothing in between. Selling the 
il men can come up with. Selling from a 
station designed to sell... attractive, clean, roomy, easy 


v 


ready. 


best products 


to get to, ready to serve. g We're moving now. Into new 
areas. With solid ideas about how petroleum products 
should be made, delivered, sold. And a “Total Service” 
concept where the “muscle” of our gasoline is matched 
by the “hustle” of our dealer. We're attracting some of 
the keenest men in the industry. Tenneco representatives 
...genuinely concerned about jobbers’ interests because 
they mean business. g And so—we invite you to fly our 
flag. We invite you to get in touch with us and see what 
arrangements can be made. Arrangements that will be 
mutually beneficial to both of us. We intend to back every 
Tenneco jobber and dealer with powerful advertising and 
traffic-booming promotions. And we will stay vitally inter- 
ested in our jobbers’ and dealers’ strength, growth and 
future. g Contact Tenneco. Tenneco Oil Company. 
Houston, Texas. 


TENNECO—SIGNPOST FOR THE SIXTIES 
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Your Guide to the Market 


MONTHLY PETROLEUM STATISTICS @ SUPPLY/DEMAND e@ ~MARKET OUTLOOK e@ MARKET BAROMETER 
PRICES AT REFINERIES AND TERMINALS e@ REGIONAL AND LOCAL TANK WAGON AND PUMP PRICES 





This Month's Highlights 


Supply and Demand: Lubricant consumption is expected to increase 0.6% this 
year, but only because exports will rise 4%. Sales for industrial purposes continue 
to decline. The industry must sell lubes as low-cost insurance page 183 


Market Outlook: Sun’s nine-grade blender is hitting private-branders where they 
live—2¢ gal. below the majors. Two things are sure: the delicate balance has been 
upset, and Sun will be a rough competitor 


How to Use This Section 


Your Guide to the Market is organized to help you put your finger on the facts 
you need, when you need them. Basically, it breaks down into three parts; trend 
analysis, industry statistics and price information. Here’s where you'll find this data: 


TREND ANALYSIS PRICE INFORMATION 


Supply and demand Market barometer 
Market outlook Key crude oil prices ... 
Refinery/terminal prices 
Tank-wagon prices .... 
Prices in 55 cities 
NPN gasoline index 


STATISTICS 
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Petroleum Indicators 
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NPN PRICE AVERAGES* 
Refinery /Terminal 


(¢ per gal.) 


May 
1961+ 


Gasoline 
(regular) 
Kerosine 
Distillate 
Residual 
4 principal 
products 
Lube oil 
Crude at well 
($ per bbl.) 2.89 


11.40 
11.22 
8.83 
4.80 


9.03 
24.53 


*Weighted average 


pal markets. Crude prices middle 
of month, not monthly average. 


tThrough May 12. 


24.53 


April 
1961 


May 
1960 


11.19 
10.82 
8.40 
4.61 


11.76 
11.52 
9.18 
4.81 
9.28 8.78 
24.24 


2.89 2.88 


price, princi- 








* Hawaii included from March ’60 on. 


MONTHLY PETROLEUM STATISTICS 


Primary stocks (Last Day) 
Finished and unfinished gasoline (thous. bbl.) 
Kerosine (thous. bbl.) 
Distillate fuel oil (thous. bbl.) 
Residual fuel oil (thous. bbl.) 
Crude oil—B. of M. (thous. bbl.) 


Refinery Activity 
Crude runs to stills (thous. bbl. daily) 
Foreign crude included (thous. bbl. daily) 
% of refinery capacity operated 


Refinery Output 
Gasoline (thous. bbl. daily) 
Kerosine (thous. bbl. daily) 
Distillate fuel oil (thous. bbl. daily) 
Residual fuel oil (thous. bbl. daily) 


Crude Supply 
U. S. crude oil production (thous. bbl. daily) 
Crude oil imports (thous. bbl. daily) 


*Through May 12, except crude stocks, May 6. 


Source of Data: API Weekly Reports, except 1960, Bureau of Mines. 


MONTHLY MARKET TRENDS 


Exports of crude and refined products (thous. bbl.) 
Average station gasoline price, ex tax (¢ per gal.) 
Service-station sales—all commodities ($-million) 
Gasoline consumption (million gal.) 

Passenger cars—domestic shipments (thous.) 
Trucks and buses—domestic shipments (thous.) 
Passenger-car replacement tire shipments (thous.) 
Replacement battery shipments (thous.) 

Oil-burner shipments (thous.) 
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May 1961* 
216,066 
27,090 
85,530 
43,354 
252,180 


7,894 
873 
79.6 


4,000 
318 
1,646 
851 


7,066 
938 


Latest Month 
4,594 (Feb.) 
20.19 (May) 
1,255 (Feb.) 
4,715 (Jan.) 
410 (March) 
80 (March) 
5,875 (March) 
2,755 (Jan.) 
29.2 (Dec.) 
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April 1961 
218,579 
26,416 
84,250 
41,401 
251,682 


7,801 
949 
78.6 


3,942 
360 
1,617 
839 


7,235 
890 


Previous Month 

5,149 
20.10 
1,367 
5,181 

351 

68 

4,152 
2,823 
40.3 


April 1960 
210,509 
24,217 
95,461 
39,628 
261,312 


7,963 
1,059 
81.1 


4,040 
318 
1,737 
841 


6,848 
986 


Year Ago 
5,804 
20.71 
1,369 
4,601 

645 
106 
5,156 
1,640 
36.8 





Supply and Demand 





Exports Bolster Lube Demand 


Largest exports in 10 years will 
offset drop in industrial sales 


AN INCREASE in exports of finished lubricants 
from U.S. refineries and a small gain in use of 
automotive lubricants are expected in 1961 to 
offset the continuing decline in sales of industrial 
oils. The net result will be an increase of 0.6% in 
total consumption (see table below). 

Forecast 1961 consumption of 60,450,000 bbl. 
of lubricants includes 16,400,000 bbl. of export 
shipments, the largest in 10 years and 4% higher 
than in 1960. 

This was reported by J. A. Coble, Socony Mobil 
economics department, at the National Petroleum 
Assn. April 20 in Cleveland. 

The current growth in export lubricant sales, 
which started in 1959, is ascribed by Coble to two 
factors: (1) booming economics in many foreign 
areas, and (2) the lag in completion of new lubri- 
cating-oil capacity in other countries. Foreign de- 
mand has expanded faster than new capacity could 
be put into operation, particularly in Asia and 
Western Europe. 

The present growth in U.S. exports can be ex- 
pected to drop before many years, Coble says, as 
new outside facilities are completed and present 
capacities expanded. He believes total foreign de- 
mand will increase 6% in 1961 to about 49-million 
bbl., of which U.S. refineries will supply a third. 

The forecast 1961 decline in U.S. consumption 
of industrial lubricants reflects the short-range 
factor of the current business recession and the 
long-range factors of improvement in the quality of 
oils produced at U.S. refineries and improved 
efficiency in their actual use in equipment. U.S. 
consumption of industrial oils in 1961 is placed at 
just under 18-million bbl., 3.2% less than in 1960. 





Forecast of 1961 Finished-Lubricant 
Consumption 
(000 bb!) 
1961 


Daily 
Total Avg. 





Automotive Type 


Gear Oil, Grease... 
Total Automotive... 26,070 
Industrial Type 
S 50 1 


165.5 


RSESI og 
Qwronoan 


+0.6% 


Data from “The Outlook for Lubricants” by J. A. Coble, Socony 
Mobil Oil Co. Inc., presented before National Petroleum Assn., 
Cleveland, April 20, 1961. 
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Ten Years of Lubricant 
Production and Demand 
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TOTAL U.S. LUBRICANT 
PRODUCTION 


LUBRICANT PRODUCTION AT EAST 
AND GULF COAST REFINERIES 
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Between 1965 and 1970, Coble predicts, growth 
in use of industrial lubricants in this country will 
accelerate. Mechanization and automation in plants 
will proceed faster. Lube requirements of equipment 
will be more complex and more critical. New proc- 
esses and products developed through the ex- 
tensive present research programs will accelerate 
plant obsolescence. 

Motor-oil consumption in the U.S, in 1961 is 
forecast at 23,700,000 bbl., an increase of 1.2% 
from 1960. This compares with the expected gain 
of 2% in gasoline consumption in 1961. The 
difference reflects the further dropping of the 
ratio of motor oil to gasoline sales, due principally 
to a lengthening interval between refills. 

Production of lubricants at U.S. refineries in the 
last 10 years has almost been static (see chart). In 
fact, total output in 1960 of 59,389,000 bbl. was 
almost 4% less than in 1951. 

East and Gulf Coast refineries became the largest 
volume producers of lubricating oils after the war, 
and by 1951 supplied 63% of the total output. In 
1960 their proportion was 61%. Production in 
East Coast plants dropped; production in Texas 
and Louisiana Gulf plants increased. 

The experience of recent years shows dramatical- 
ly the need for oil companies, individually and in 
groups and associations, to sell lubrication as low- 
cost insurance for longer life and less maintenance 
for all equipment using oils and grease. 4a 





Market Outlook 





Charlotte Has a Warring Blender 


OU’VE HEARD A LOT about whether it’s 

moral, legal, or esthetically pretty for private- 
branders to be 1¢ or 2¢ below the majors. For 
three months, Los Angeles was tied up in a price 
war trying to find the answer (it was 1¢, settled in 
mid-May). 

But now the problem has a new wrinkle—custom 
blending. Last month, Sun Oil picked Charlotte, 
N. C., as a tesi area for its new pricing system. The 
competition shrilled that Sun was starting price 
wars. And the private-branders have been hit where 
they live. Prices, incidentally, fell 6¢ a gal. 

Sun’s innovation was to add two grades that sell 


1¢ and 2¢ below the price of Blue Sunoco 200. This 
move puts Sun in price brackets normally consid- 
ered the private preserve of the private-branders. 

So you have a delicate balance now upset for 
both the competing majors and the competing pri- 
vate brands. The majors can’t afford to see Sun— 
with the built-in good will of a major oil name— 
1¢ below themselves. And the private brands— 
without the drawing power of a major name—can’t 
afford to see Sun meet them on the nose. 

Sun could prove to be a very rough competitor 
in the months ahead. 

(For more on Sun’s test, see page 86.) 





Discounts Again This Summer 


Every year you hear the same muttering about 
no discounts on No. 2, and every summer some- 
body gives them. Esso was the first this year, grant- 
ing 0.4¢ to 0.5¢ a gal., in May. The move is to help 
off-season fills. 


And what about the major whose survey came up 
with the following answer: His No. 2 customers’ 
tanks are half full at any given time, regardless of 
the price? Maybe this supplier will carry the field— 
but not this year. 


(As of May 15) 


Key Crude Oil Prices 


United States 
California 
Wilmington, 31 gravity 
Texas 
West Texas sour, 36 gravity ...... 2.79-2.93 
Mid-Continent 
Oklahoma sweet, 36 gravity ...... 2.62-2.97 
Williston Basin 
North Dakota, 36 gravity ......... 2.47-2.87 
Pennsylvania 
Bre earn rece: - 2.38 
Canada 
Alberta 
Pee RE. os 8 Seek ee a ee 2.38 
Venezuela 
Bachaquero heavy, FOB La Salina, 
| EP Pee eee ety OL ee ee eer 1.85 
Middle East 
Persian Gulf, FOB Ras Tanura 
Mabie, SEWN |. okie ce ewes es 1.80 





Forecast for the Summer Season 

Talk to refiners about the future, and here’s what 
they see in the months ahead. We could eat a plate 
of crow on this one, but gasoline prices ought to 
turn around and head upward in the Gulf Coast, 
Mid-Continent, and Chicago areas. 

Light and heavy fuel oil prices, too, are showing 
increased stability. Take a bet that No. 2 won’t fall 
below 8¢ in the Gulf this year. Late in May, too, 
some of the cheaper offerings of No. 6 oil disap- 
peared. 


NPN Gasoline Index 


Dealer T.W. Tank Car 
(cents per gal.) 
16.38 12.25 
Month earlier 12.61 
Year earlier 16.34 12.70 


Dealer index is an average of dealer tank wagon 
prices ex tax in 50 cities. 


Tank car index is weighted average of following 
wholesale markets for regular-grade gasoline, FOB 
refineries or terminals: Oklahoma, Chicago District, 
Minneapolis-St. Paul, California, Philadelphia, Jack- 
sonville, Boston and Gulf Coast. 
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REGULAR GRADE 


NO. 


TEST COASTAL CRUDE 
GRAV. LOW COLD 


CENTS PER GALLON 


JFMAMJJASOND 
1961 


YEAR 53 55 57 59 


FOUR PRODUCTS 


DOLLARS PER BARREL 


CENTS PER GALLON 

















1.20 = 
SPREAD: | 
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| 
| LI 1 i 
YEAR 53 55 57 59 JFMAMJJASOND 
1961 


Average prices for crude oil, and four principal refined prod- 
ucts (gasoline, kerosine, light fuel, heavy fuel)—7 refinery 
markets and 7 crude producing areas, east of California. 
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Market Barometer 





REGULAR GRADE 
GASOLINE 


2 FUEL 


36 GRAV. MID-CONT. CRUDE 


+ : 


35 7 SD JFMAMJJASOND 
1961 : 


DOLLARS PER BARREL 


1.20 
SPREAD: 
1.00 PRODUCTS 


.80 
60 


YEAR 53 55 57 59 JFMAMJJASOND 


1961 


Average prices for crude oil, and four principal refined prod- 
ucts (gasoline, kerosine, light fuel, heavy fuel)—8 refinery 
markets and 7 crude producing areas, including California. 
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Refinery and Terminal Prices 





All prices are supplied by Platt’s Oilgram Price 
Service, NPN’‘s associated publication. Arrows 
indicate upward and downward movement of 
the price preceding the arrow. Prices as of 
May 17. Last previous listing: April 17. 


Motor Gasoline 


fears OU 75 


:75-13.25 
alee oa °625-12.875 
11.5-12.25 
oct. prem 
92 oct. prem 
90 oct. prem 
87 oct. reg. 


Boston, Mass. 
Prem. <= 
grade 


Guffalo, 
eam... .-17.8 
$2 oct. reg... .....14.3 


Charleston, $. 
Prem. grade 
Reg. grade 


".14.25-14.75 
12.25-12.75 


Chicago, Ill. 
99 oct. prem 
98 oct. prem 
97 oct. prem 
92 oct. reg 


jouston, Tex. 
Prem. grade 
- a - 


Jacksonville, 
Prem. grade 
Reg. grade 


Miami, Fis. 
Prem. grade... ..15.65 
Reg. grade. ..... ..13.65 


“St. P 
15. ‘8-15, 93 
91 oct. reg 12.93W-13.18 
Mobile, Ala. 
Prem. grade. .... 


Norfolk, Va. 
Prem. grade.....14 
Reg. grade....... 


Pensacola, Fia. 
Prem. qroie 
Reg. grade 


a. 
17.5-18.7 
14,5-16.2 


Prem. grade. . 
Reg. grade 


-14.25-14.75 
12.25-12.75 


Tampa, Fia. 
Prem. grade 
Rog. grade 


14,25-16.8 
12.25-13.8 


Witmington, N. C. 
Prem. grade 


Reg. grade 12.25-12.5 


Okla. (Okia. aon) 
99 oct. ~ a Ss. go ee 
Ol ost, reg....... 12.25W-13.5 


mt ster SE a 


91 oct. reg 11.5W-12.25V 


186 


Northeast T 

FOB Ft. Werth/D 
oct. prem... 
90 oct. ri 
60 oct. & 


oi Seis 25 


New Mexico/West Texas 
FOB o 


Lf 


60 oct. & »-11.75-12.5 


Ark. (For — to fe, & Ls.) 
99 oct. prem... ..14.5 

94 oct. prem... 22212.75 

$2 oct. prem... ..12.25 

91 oct. prem... . .12 

89 oct. ees 11.5 

86 oct. reg... ce | 

84 oct. reg. ll 


Kans. (For Kans. - omy) 
91 oct. reg 12.5W-13.5 


ouc 
98 oct. prem.. 


. -14.75-15 
93 oct. reg. 13.25 


California—Los Angeles District 


Rack: 
100 oct. prem....14.14-14.5 


-12.6 


Tank Car: 
100 oct. prem....14.14-14.5 
98 oct. prem.. cy 7 


94 oct. prem..... -14.6 
oct. reg...... ih e -12.65 
84 oct. reg 11.1A4-12.6 


Tank Truck (400 gal. or more) 
98 oct. prem... ..21.3-22.3 
88 oct. reg. 17.8-17.9 


San Francisce Di 

Tank Truck Co at gal. or more) 
98 oct. prem... . .21.8-22.8 
88 oct. reg. 18.3-18.4 


Distillates & Fuels 


Gulf Coast Cargoes 
a w.w. kero. .9.25W-10.25W 
"Se 8.25V-9.5 
ae: 57 d.i. gas ol..8.625W-9.875W 

48-52 d.i. gas oil..8.5W-9.75 
43-47 di. om — 8. a ~9.625 
Bunker C fuel... .$2. -2.40 
Bunker C fuel 

max 1% sulf.. .$2.45-2.55 


, N.Y. 
Kerosine, No. 1. .10.9W-11.2 
No. 2 fuel. . Be ATE 
Diesel oil, shore 
it 10.6W-11.1V 
$3.61V-3.99V 
No .6 fuel, no 


sulf guar....... $2.72 


Baltimore, Md. 
Kerosine, No. 1. .1 
do barges. 
No. 2 fuel. . 
do barges. 


Diesel oil, shore 
plants. . -“ 


bonkers. coccacba Se 


Baton La 
olny “4 1,.10. iW 
No. 2 fuel 9.6 


bunkers. . 


Boston, Mass. 

Kerosine, No. 1..10. A de iy 
No. 2 fuel....... ‘9.7V-1 

Diesel oil, shore 


bunkers 


Kerosine ) - 
Diesel fuel (a)... .11.3 


8.15 
(a) Prices of some sellers to bulk come 
mercial consumers are 0.15¢ higher. 


12.35 
~11,35 


bunkers. ......$2.40 


No. 6 fuel. . 
Houston, Tex. 
Kerosine, No. 1.. 


do barges..... 
Diesel Ss shore 


Cc, 
bunkers.  . .$2.30-2.40 


Fla, 
Horosine Nove BIR) aay 
No. 2 fuel -12.2V 


oo ian 
= — atbae --- 8-3 52 
o—. bacne .-$4.70W-5.124V 
bunkers. .. ... ..$2.39 
Fla. 
Kerssv No. 1. .11.8W-13 
No. 2 fuel .1W-12.3V 
re 
11,.1W-12.3V 


. 
$4.746V-5.082Y 
bunkers... mien Oe 


re 8.25 


Mobile, Ala. 

og No. ee ‘i. 4 i 4 
No. 2 fuel. -11.7V 

Light Diesel, 


New Haven, Conn. 
Kerosine, No. 1. .11 


a. _ x 
sel oil, shore 
‘plants, 10.4¥-10.9 
$3.64 
sulf. guar......$2.72 
do barges F 
t Diesel, 
unkers 
Bunker 
bunkers 


bunkers....... 


New York Harber 
Kerosine, No. 1. WV 


10.3-10.9 


33° a BY 
$3.0 


bunkers 
Norfelk, Va. 
Kerosine, No. 1. .10.8W-11W 
No. 2 fuel eave ov 


10.4W-10.9 


Bunker C, 
bunkers,......$2.51 


Pensacola, Fla. 
nag ym No. 1..11. t i. 5 
Re 2 fea 5s -11.8V 
oil, shore 
plants. 10.8W-11.8V 
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Providence, R. |. 
Kerosine, No. 1. 10, A et iy 
No. 2 fuel....... 1W-1 

= oil, shore 


bunkers... .. ..$2.71 
Savannah, Ga. 
Kerosine, No. 1. .11.8W-12.2 
-12.2 
10. ?- 12.2V 
+ = $3.1 


Bun 
bunkers 


Tampa, Fla. 
Keresine, No. 1, .11.7W-12.7 
0. 2 f uel 11W-12 


p= oo Deel 
Bunker C, 
bunkers 


No. 6 fuel... .... 8.25 
Wilmington, N. C. 
Kerosine, No. 1. .11 Y 
N 2 fue 10.4 


Ned 

Light Diesel, 

unkers $4.39 
so shpt.) 


10.25W-10.625V 


58 & above d. 
Diesel... yk 


$i 30 5°00 


k 
eA 
2 fuel....... 8: 25 


6 fuel $i.45¥-1.70 


Northeast Texas 
es Ft. Worth/Dalles) 
44 wow, 
10.5-11.1 


esel.. oan. . 
No. 6 fuel... ....$2.20-2 


0.5 
eccmmee $10 
«evar an$2.00-2.52 


Kansas (for Kan. destinations only) 


10.5W-11 


10.5-10.625 


9V-9.5 
$1.90-2.10 


SG ees 6 Ee SNe 


No. 2 fuel... — 10.35 


0.2¢ 10.35-1 
sea gravity fuel.10.25 


California—Los Angeles Dist. 
Rack: 


Stove dist. 
PS 100......... 8.25-12 


st. 
PS 100..... .. ..8.25-15.3 
Diesel fuel 
PS 20... cca 7.75-13.8 
Light fuel 
PS 300....... ~- ~ $2.90 


Heavy fusi 
PS 400. coon o.$2.10-2.45 


eg et et cand 


PS 200, . on an ae a 14.3 
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Refinery and Terminal Prices 





Tank Truck (400 
Har} (406 gal. or more) 


ww, 
kerosine......19.8 

Stove dist. 

PS 100.........16.3 

Diesel 


PS 200.....— -14.8 
Pacific Coast 


Seattle, Wash. 
Diesel—PS 200.. .$5.55-5.59 
Bunker s 

400 


Natural Gasoline 


Prices are to blenders on freight basis 
shown: shipments into tank cars or pipe 
lines may originate in any Mid-Continent 
district. Prices on basis of last sale unless 
otherwise gg 


FOB 

Grade 26- ¥ 

45¢ 

FOB Breckenridge, Tex. 


Grade 26-70 
4g 


LP-Gas 


Producers’ jn rr prices, tank cars 
hw York trucks, 
ew — 


3.54 
Baton Rouge..... 4.625 


Lubricating Oils 
Mico Novtrsls—No. 3 Col. Vis. at 


200 vis. (180 at 100°) 428 te 425 flash 
158. (di i100 40 e406 tas 


146 to 166 vs. at 210, Ne. 8 Col. 
25 Pb... .-2 ++ ae 26 


Mid-Continent 

FOB Tulsa basis, for domestic shipment 
only, bright stock, vis. at 210° neutrals, 
vis. at 100° 0-10 p.p. 


0-10 p.p.. . 2. = 
Bright Stock—Solvent 
150-160 vis. 

0-10 p.p., 95 vis. .26-27 


Neutral Olls—Conventional— Pate Olls 


Gulf Coast 

Solvent Refined Olls from Mid-Con- 
tinent grade crude: FOB ship at Gulf for 
export. 

Bright Stock, vis. at 210 

150-160 vis. 

0-10 p.t. 95 vl... .26-27 


—— Olis—Vis. at 100; 86 v.i. 6-10 p.t. 


22.5-23.5 
23-24 


South Texas 
Vis. at 100° F., FOB S. Tex. refineries fer 
domestic and/or export shipment. 


Sf 
#B%eg 


S8S8583 
P. 


B3858 


SSfz 
sr epsneigiel 
: F: z: z: =z =z 


t 
‘ 





Tank-Wagon Prices 





Prices for gasoline do not include taxes; they Kerosine tank wagon prices also do not in- 
do, however, include inspection fees, amounts clude taxes; kerosine taxes where levied are 
of which may be obtained by writing to NPN. indicated in footnotes. Discounts, if any, are 
Gasoline taxes, shown in separate column, in- shown in footnotes. These prices in effect 
clude 4¢ federal, and state taxes; also city and May 15, 1961, as posted by principal mar- 
county taxes as indicated in footnotes. keting companies at their headquarters’ offices, 

but subject to later correction. 


Mobil Oil 
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+ Wewennwrem WN! 


+ te ae et et pet at ts 
' RPRWWNNH He: me, 


a 
uo 


‘ortsmouth 
1 eae = 
 Viichbonsedakenecoen = 
Rutland 


i3:4 
13.2 


peer ee ee ee 
MearwonKoOn Wwe: POOR Unwion 


© pub pasta pms pet ems tatoo? Gab bae ems: pee ens omes 
a rr — a a lr 


16.2 


Soro SSOSSSSS oF: 
S pamawwmpuwanunnw: oe: 


at oa pt tt ed tt « 
a ep eo tas et tt ~ 
WONAAMAMIAD: IIo : 
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ere eee 
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Pet phason er 3% ety § les tax; S rices ex 2% city sales tax. 
‘axes: ices are ex sales tax; Syracuse ex sa 
Discounts: Mobil Kerosine & Mobitheat—-NYC all reed rey & Mt. Vernon, tw less 0.5¢ for deliveries of 300 gai or more. Mobilfuel Diesel—AN points, tw. less 0.5¢ for deliveries 
of 800 gal or more 
Notes: Premium-grade tw. prices 3.5¢ above regular. Jamestown tc. prices are delivered, all other te. prices FOB bulk terminals, 
a-Kerosine, Mobilheat (No. 2) and Mobil Special (No. 4) are subject to 0.5¢ seasonal allowance, effective May 1. 


Atlantic —_ — Kerosine : Esso 
Refining 3 rw Pet Standard 


~ 
o® 
& 


Atlantic City, N. J............+ 
Newark 

Baltimore, Md 

Cumberland. . 


Philadelphia, Pa... . o>, eee 
Reading ae 
Allentown ‘ 
Harrisburg 
Wilkes-Barre... . 
Williamsport. .. . 
Pittsburgh 

Al 


Greensburg... . 
Wilmington, Del... . 
Hartford, Conn... . 

New Haven..... 
Boston, Mass... . 
Springfield ys 
Providence, R. 1... ... 


i ll 


id 





: . + om of 
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Baltimore, Md.°. 

Richmond, Va... .. 

Charlotte, N.C... .. vied 
Jacksonville, Fla.............. 
Miami 
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a—State and federal taxes only. 

b—Fair-trade minimum service station price 
c—Fair-trade minimum service station price... 
d—Fair-trade minimum service station price 
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Heavy Fuels 
No. & No. 6 
Philadelphia 7.81 
Notes: Premium-grade t.w. prices 3.5¢ above regular. Kerosine-Penna. add 1¢ gal for 
t.w. deliveries under 150 gal at one time. Camden—Add 1¢ for deliveries of 100-299 gal, Taxes: Louisiana gee! yo do not include 1¢ state tax. 


“2¢ for under 100 gal. f Notes: Kerosine/No. ya Newark are for deliveries 
*Prices subject to 0.5¢ gal discount except Charlotte, 0.4¢ gal discount. Hh fp add i for 100-299 gal, 2¢ for,less than 100 gal. Premium-grade tw. 
a . 
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Tank-Wagon Prices 


American 
Oil Co. Standard of Ohio 





itt 
Efe 


~ 
hat ated 
o 


16.2 

17.5 ; 

17.4 16.4 

(a) (a) 

Gi) Sen Ratow for patene on tenger quantities. G 4. $e fas 200 got 3 com. eee ies 
American Furnace peed Stanolex Fuel Netes: ence Nos. 1 & 2 Fuels—Prices are for 100 gal or more; for 50-99 
100-399 yy 1-748 sente1400 4500 gat 1-1,4899 1¢, 1-49 gal, = 4: ao prices: consumer tw. & $.S. u above 

gai & over gal gal & over gal resellers ve regular. S. stations. 


.S. prices are at company-o! 
Chicago. 15.4 14.9 10.7 10.45 9.95 
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gal 


tis PARE ccncncme 0 Ly . ‘ej Standard 


wee eeeewres ewe wees oe me ee 


‘axes: St. Louis ine tax includes 1.5¢ city tax. Des “Moines kerosine & furnace 
oll priees do not include 7¢ state tax. State city occupation, consumer & use taxes to ct coy ap = ee ee es yon? 


bs ded, where aplabl of California Seana 


3 ~ fown c.t.w. prices at some points subject to varying discounts for 


quantity detive 
N.B.: Established tank wagon prices are shown above. 
Some temporary prices may be in effect in one or more local'ties. 6 sory — 


erosine «= Fuel 
‘ if , 10.0 2 4. i 16.3 
Y : ‘ ‘ 17.1 

19:7 


- 
- 
— 


Continental Oil Texaco 


Fire Chief Gasoline 
(Regular) 


ee 
ke wXOonownwm 


Dealer sumer Kerosine 
T.W. W. T.W. 
poten, Tox ne 16.4 ° 14.8 


a : 4s *Standard No. 2 Burner Oll. 


16.4 k 14.8 Taxes: ee ee oll price Is ex 1¢ state tax all prices are ex-Hawaliaa 
16.4 ¢ 143 gross income tax of 0.75 alec en a 
16.8 x 15.7 Notes: For other 
16.4 q 14.8 
16.4 m 14.8 
mt a it 
. 4.8 
. 16.4 17.4 43 cies higher than Chevron oo for an delivered at all 
Port Arthur.. 16.4 d ae abe Chevo in Custom Supreme gasoli 
en for in. wie peer uno sedan et 
Notes: P in. 25- de- for Gal; tank car, er, 
es. vw beh A — tw. Diesel, furnace & stove oils—Add to 400-gal-and-over price 5¢ for less than 40 gal. 
3.5¢ above regular. Kerosine— 14 Yor 40-199 gal, 0.54 tor 200-399 gat 


tices apply to dealers & consumers. 
Imperial Oil a Tad 


Kentucky Standard woe 


12.0 17.3 
1.0 =«(17.6 


11.0 8617.4 
1.0 8617.6 
Taxes: Birmingham gasoline[taxes in- Cal 
clude 1¢ Jerson County oy Eamecton, Be seccteseves'en o> 
taxes not included in prices: Georgia 1¢; Vancouver, B. C............0+ 
Mississippi 0.5¢. Taree: Gasoline taes ae provingal tne, 
tices may differ Note: Premium-grade t.w. 


rt 
cow 





BISBRSENERB! 
SOs 4OHOKXOCRe~ 


8° 
o 


BSSRENSSRBLL 
WHSOMWwwwwowowo 





BSESRRANNAGB! 
POS eNH Vee ays F 





is 


“Consumer price 1.7¢ trom thos listed yt f tem — to 1¢ gal. Let, ‘. Ss piece 1 1.5¢ gal. allowance. tSubject to 2.1¢ gal. 
0 porary i *Sul 
tConsumer price 1¢ gai higher. ocal conditions. 
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= stop to Figure USE OUR FAST, EASY-TO-READ 


PETROLEUM CALCULATOR CARDS 
ONE RATE ON A CARD. CARDS AVAILABLE FROM .07 TO .351 IN 1/10c STEPS ONLY 
EACH CARD SHOWS 1 TO 999 GALS. GALLONS PRINTED IN RED, PRICES IN BLACK 


New Feature: 1000 to 9000 GALS. in 1000 STEPS. | FREE Description on Request| 
DEGREE DAY SYSTEMS 39-30n ssth st. WOODSIDE 77, N. Y. TWining 8-6666 
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Gasoline Markets 





Gasoline Prices for 55 U. S. Cities 


Dealer tank wagon and retail prices for regular-grade Coeene Sroed penton, and taxes Service are shown below. Figures are in ¢ per gal; (i) and (d) indicate increases or de- 
in 55 representative U. S. cities on May 1, 1961, as compiled by Platt’s OILGRAM Price — as compared with April 1, 1961. Tax col. indicates only motor fuel taxes leviedjas 
suc 


Dealer Dealer Service Tax 

Station T.W. Station inet. 4¢ 
(inel. tax) (ex tax) (ex tax) fed.) 
i-30 42 
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Manchester, N.H........... 
Burlington, Vt. 

ton, Mass 
Providence, R. I............. 
Hartford, Conn 
| SERS: 
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Philadelphia, Pa, 
Wilmington, Del 
Baltimore, Md 
Washington, D. C 
Charleston, W. Va........... 


Omaha, Neb. 
Des Moines, la 
St. Louis, Mo 
Wichita, Kans. 
Tulsa, Okla 
Little Rock, Ark 
New Orleans, La 
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El Paso, Tex......... 
Albuquerque, N. M 
Denver, Colo. 
Cheyenne, Wyo.... 
Great Falls, Mont... 
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Atlanta, 

Jacksonville, Fla 
Birmingham, Ala............ 
Jackson, Mi 

Memphis, Tenn 

Louisville, Ky 

Cleveland, Ohio 

Cincinnati, Ohio 

indianapolis, Ind 

Sn eee 
Detroit, Mich 

Milwaukee, Wisc. 


Reno, Nev. 
Phoenix, Ariz 

Los Angeles, Calif. 
San Francisco, Calif 
Portland, Ore. 
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*Includes 0.5¢ city tax, **Includes 1¢ city tax. ***Includes 1.5¢ city tax. 
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HOT WATER || tifts att 1961 Cars*. ... 


INSTANTLY with e 
WALL-MOUNTED, TANKLESS | 
GAS HEATER AIR OPERATED 


¢ Cuts operating costs 


ears |! “DELUXE” 


ee P| bp. SERVICE JACK 


LIFTS 3000 LBS. ON 
125 LBS. OF AIR PRESSURE 


AGA 


The right way to 
lift modern cars 
is with the BRAN- 
ICK DELUXE SERVICE 
JACK. This terrific jack 


The ASCOT gives a constant om ; a ae - : gives you CONVENI- 
of hot water instantly — as you ; : WAS ENCE, SPEED, SAFETY 


need it, no wasteful tank storage. ae 
Saves floor space, can, be wall , f : and ECONOMY and it’s 
mounted anywhere without rein- : . : 

forcements or special platforms. 1 TAN S| ~~, built to take constant 
You Save $75 to $100 on every job. | TE : pets yy heavy duty use. Grease 
You save again — every day in : ue . : . 
teetiae aiden, or tamainn UL lift extension available 
cost and long, long heater life. : , at little extra cost. 


VASSO!T Wa BRANICK MFG. CO. SF s.'% da; 


222 W. Pittsburgh Ave., Milwaukee 4, Wis. ie » ‘FOR Nash Rambler. 


ROTI COAST Canes Soes ne 1200 HM Chose Sh Potead FARGO, N. DAKOTA 


A Radiation Company with offices in London, Sydney, Montreal and Milwaukee 
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For Greases 
and Fluid Lubricants 


B KERR-McGEE 
Ofl. INDUSTRIES, Inc. 


Oklahoma City, Okla. 
CE 6-1313 
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CYLINDER 


Fine Lubricating Qualities 
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ded in report for January 1961. 


This Is Your Market Place 
Write Today for Advertising Space Rates 
NATIONAL PETROLEUM NEWS 

330 West 42nd St., New York 36, N. Y. 


x 


onwowr 








‘ax Rate* 
December 
Cents 


T 








rm) 
Oo 
= 
o 
E 
o 
Qa 
w 
2 
Bu 
~” 
= 
oS 
2 
z 
a 
S 
U 
a 
A 3 


Gasol 


, RPORA 
Paterson 4, New Jersey 


Marketer of Petroleum Products 
NEW ENGLAND PETROLEUM CORPORATION 


*State tax rate. In addition there is the Federal Tax of 4¢ gal. 
**Excludes delinquent reports for some companies which are inclu 


Total 50 States and District of Columbia,............+- 
tPercent changes are on a daily average basi s. 


District of Columbia. . . . ins 
New Hampshire 
ee 
Pennsylvania 
South Dakota. ... 
Tennessee..... 
Texas... 


Rhode Island 
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Coming Meetings 





JUNE 


Greater Philadelphia Fuel Conference, an- 
nual conference, Bellevue-Stratford Hotel, 
Philadelphia, June 1. 


Interstate Oil Compact Commission, semi- 
annual meeting, Shamrock Hotel, Houston, 
June 1-3. 


Missouri LP-Gas Assn. and Illinois LP- 
Gas Assn., annual meeting and trade show, 
Hotel Sheraton-Jefferson, St. Louis, June 4-6. 


Oil-Heat Institute of New England, bien- 
nial oil-heat show, Statler Hilton Hotel, Bos- 
ton, June 6-8. 


Northwest Petroleum Assn., semiannual 
meeting, Hotel Duluth, Duluth, Minn., June 
12-13. 


Maine Oil & Heating Equipment Dealers 
Assn., annual meeting and trade show, Samo- 
set Hotel, Rockland, June 13-14. 


Petroleum Packaging Committee, Packag- 
ing Institute, Sheraton Blacksmith Hotel, 
Chicago. June 15-16. 


Indiana Fuel Merchants Assn., annual 
convention and exhibit, French Lick-Shera- 
ton Hotel, French Lick, June 19-21. 


The Asphalt Institute, semiannual meeting, 
Denver-Hilton Hotel, Denver, June 19-22. 


Wisconsin Petroleum Assm., annual golf 
tournament, Dell View Hotel, Lake Delton, 
June 20. 


Montana LP-Gas Assn. and Wyoming LP- 
Gas Assn., annual meeting, Hotel Wort, 
Jackson, Wyo., June 26-27. 


Michigan LP-Gas Assn., summer meeting, 
Blaney Park Resort, Blaney Park, June 28- 
29. 


JULY 


Alabama LP-Gas Assn., annual meeting, 
Jefferson Davis Hotel, Montgomery, July 
23-25. 


Kentucky LP-Gas Assn., annual meeting 
and trade show, The Kentucky Hotel, Louis- 
ville, July 23-25. 


National Congress of Petroleum Retailers, 
15th annual session and trade show, Cosmo- 
politan Hotel, Denver, July 23-28. 


AUGUST 


New Mexico LP-Gas Assn., annual meet- 
ing, Western Skies Hotel, Albuquerque, Aug. 
6-8. 


Idaho LP-Gas Assa., Nevada LP-Gas Assn., 
and Utah LP-Gas Assn., annual meeting 
and trade show, Hotel Newhouse, Salt Lake 
City, Aug. 20-22. 


Florida LP-Gas Assn., annual meeting, 
Hotel Robert Meyer, Jacksonville, Aug. 24- 
26. 

SEPTEMBER 
Michigan Petroleum Assn., Grand Hotel, 
Mackinac Island, Sept. 8-9. 
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Oil-Heat Institute of New England and 
New England Fuel Dealers Assn., annual 
convention, Equinox House, Manchester, Vt., 
Sept. 10-13. 


»New Mexico Petroleum Marketers Assn., 
annual meeting, Western Skies Hotel, Al- 
buquerque, Sept. 10. 


Missouri Petroleum Assn., annual fall 
frolic, Columbia Country Club, Columbia, 
Sept. 11. 


North Carolina LP-Gas Assn., annual meet- 
ing, Sir Walter Hotel, Raleigh, Sept. 12-13. 


National Petroleum Assn., 59th annual 
meeting, Hotel Traymore, Atlantic City, 
Sept. 13-15. 


Oil Jobbers Assn., Hotel Atlanta 
Biltmore, Atlanta, Sept. 15-16. 


Alabama Petroleum Jobbers Assn. and 
Mississippi Oil Jobbers Assn., annual meet- 
ing, Admiral Semms Hotel, Mobile, Sept. 17- 
19. 


Pennsylvania Petroleum Assn., annual meet- 
ing, Pocono Manor Inn, Pocono Manor, 
Sept. 17-19. 


Florida Petroleum Marketers Assn., semi- 
annual meeting, Diplomat Hotel, Hollywood- 
by-the-Sea, Sept. 20-22. 


Ohio Petroleum Marketers Assn., semi- 
annual meeting, Sheraton-Mayfiower Hotel, 
Akron, Sept. 20-21. 


Western Petroleum Refiners Assn., Rocky 
Mountain regional technical-industrial re- 
lations meeting, Henning Hotel, Casper, 
Wyo., Sept. 20-21. 


Intermountain Oil Marketers Assn., semi- 
annual meeting, Sun Valley, Idaho, Sept. 
21-22 (hotel unknown at publication). 


New Mexico Petroleum Industries Commit- 
tee, annual meeting, Western Skies Hotel, 
Albuquerque, Sept. 24. 


Empire State Petroleum Assn., semiannual 
fall meeting, Sagamore Hotel, Bolton’s Land- 
ing, N.Y., Sept. 24-26. 


Independent Oil Compounders Assn., Willa 
Moderne Motor Hotel, Highland Park, IIL, 
Sept. 24-26. 


Independent Oil Marketers of Indiana, 37th 
annual meeting and trade show, Hotel Sev- 
erin, Indianapolis, Sept. 24-26. 


Colorado Petroleum Marketers Assn., an- 
nual convention, Broadmoor Hotel, Denver, 
Sept. 28-Oct. 1 


OCTOBER 


West Virginia Petroleum Assn., annual meet- 
ing, Daniel Boone Hotel, Charleston, Oct. 
11. 


National Assn. of Oil Equipment Jobbers, 
annual convention and trade show, May- 
flower Hotel, Washington, D. C., Oct. 15-17. 


American Petroleum Credit Assn., annual 
meeting, Shamrock Hilton Hotel, Houston, 
Oct. 15-18. 


> American Society of Lubrication Engineers 
and American Society of Mechanical Engi- 
neers, lubrication conference, Hotel Morri- 
son, Chicago, Oct, 17-19. 


Packaging Institute, 23rd annual national 
packaging forum, Biltmore Hotel, New York 
City, Oct. 18-20. 


>South Dakota Independent Oil Men’s 
Assn., annual meeting, Charles Guerney Ho- 
tel, Yankton, Oct. 18-19. 


Tennessee Oil Men’s Assn., annual meet- 
ing, Andrew Jackson Hotel, Nashville, Oct. 
21-24, 


North Carolina Oil Jobbers Assn., annua! 
meeting, Grove Park Inn, Asheville, Oct. 
22-25. 


Nebraska Petroleum Marketers, 
meeting, Sheraton-Fontenelle Hotel, =. 
Oct. 24-25. 


Association of American Battery Manu- 
facturers, The Palmer House Hotel, Chicago, 
Oct. 25-27. 

Independent Petroleum Assn. of 
Shamrock Hotel, Houston, Oct. 29-31. 
»>National Lubricating Grease Institute, 29th 
annual meeting, Rice Hotel, Houston, Oct. 
29-Nov. 1. 


NOVEMBER 


Petroleum Packaging Committee, Packag- 
ing Institute, Fort Shelby Hotel, Detroit, 
Nov. 6-7. 


National Oil Jobbers Council, Hotel 
Morrison, Chicago, Nov. 9-12. 


First Listing 





Empire State Petroleum Assn., man- 
agement institute, Syracuse University, 
Minnowbrook, Adirondacks, N. Y., 
July 17-20. 


Illinois Petroleum Marketers Assn., 
University of Illinois, Robert Allerton 
Park, Monticello, Sept. 10-13. 


National Tank Truck Carriers, Pur- 
due University, Lafayette, Ind., Sept. 
12-13. 





MANAGEMENT INSTITUTES 


Louisiana Oil Marketers Assn., Louisi- 
ana State University, Baton Rouge, Oct. 
5-7. 


Pennsylvania Petroleum Assn., Phila- 
delphia, Oct. 15-17 (place unknown at 
publication). 


Georgia Oil Jobbers Assn., 
for Continuing Education, Salven 
of Georgia, Athens, Oct. 18-20. 
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GAS HOSE 


You find Gates Hose 
wherever traffic flows 


WATER HOSE 
ES i | 


a ee , 
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This line of hose helps keep 
70,000,000 vehicles on the move 


To service some 70 million motor vehicles with 
gas, air, water and grease, this nation’s 183,000 
service stations use uncounted miles of hose. Be- 
cause Gates is a major manufacturer of industrial 
hose, thousands and thousands of these stations 
rely upon Gates Curb Pump Hose, High Pressure 
Grease Hose, Air, Water and Low Pressure Steam 
Hose. 

In back of this broad acceptance of Gates Hose 
is a continuing program of specialized hose re- 


search at the multi-million dollar Gates Research 
Center. The aim of this specialized research is to 
increase hose utility, lengthen hose life and 
lower industry’s annual hose costs. 

Because Gates Hose is so widely preferred, it 
is quickly available from leading distributors in all 
industrial centers. These Gates Hose Distributors 
are listed in the phone book Yellow Pages. 


TPASO2 


LE The Gates Rubber Company 


a 


Gates Industrial Hose 


The Mark of Specialized Research 


Made in a Full Range 
of Types and Sizes 
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New ESPA president Park and his miniature steam locomotive of the pre-1900 era 


H. H. Park Rides the Rails 


Railroads are more than 
a hobby for jobber Park. 
He owns, operates one 


H. HALSTED PARK JR., general 
manager and vice president of H. H. 
Park Inc., 48-year-old Gulf jobber- 
ship in Katonah, N. Y., is more than 


the new president of Empire State © 


Petroleum Assn. He’s also the top 
brass of the DC&H railroad. 

True, the line isn’t a Class One road 
as defined by the Interstate Com- 
merce Commission, but neither is it 
the toy-type found under the Christ- 
mas tree. 

The DC&H is an outdoor line, as 
much like a regular steam railroad as 
possible. Park, who’s one of 2,000 
members of the Brotherhood of Live 
Steamers, “detests diesels,” but. still 
wouldn’t turn down the chance to 
ride in the cab of one. 

Park has been operating live steam- 
ers since 1954, though he’s been in- 
terested in railroads since his boy- 
hood. He buys machined parts, but 
puts the unit together himself. He 
lacks the time (his jobbership serves 
20 stations and 1,500 heating-oil ac- 
counts for a 7-million gal. annual vol- 
ume) and the equipment (lathes and 
drill presses) to do his own machining. 

The locomotive for the DC&H is 
an American steamer of the pre-1900 
era complete with conical smoke stack 
and “cow catcher.” Rolling stock in- 
cludes a gondola and a caboose. The 
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railroad runs on a straight 160-ft. 
track near Park’s house. Real estate, 
in addition to right-of-way, consists of 
a two-stall engine house, a 15-gal. 
water tower, and his latest acquisition, 
a 40-scale ft. windmill, a birthday gift 
from his wife, Virginia. 

Park would like to expand his rail- 
road by acquiring the property next 
door “and run the rail all over the 
place,” but the owners don’t want to 
sell. 

The DC&H (D is for Donald, the 
Park’s 15-year-old; C for Christopher, 
11; and H for Park himself) is built 
to a scale of 1% in. per ft. Over all, 
everything on the line is about one- 
eighth full size. 

It takes about 25 minutes to steam 
up the engine, using charcoal briquets, 
alcohol, a vacuum cleaner (“to get a 
draft going”), and a special coal that 
comes from Wales. The miniature 
steam boiler builds up to 100 Ib. of 
pressure per square inch. 

Then the DC&H is ready to take 
on passengers. The engineer straddles 
the tender and three passengers climb 
aboard the gondola and the caboose. 
Women and children who ride the 
line receive punched rail tickets as 
souvenirs; men generally receive rail 
passes. 

Park’s enthusiasm for his hobby 
shows up in his 10-ft. long library of 
railroad books. The library has every- 
thing from manuals on locomotives 
to railroad histories. 

When Park goes to such meetings 
as the National Oil Jobbers Council 


(he is NOJC secretary) or the Ameri- 
can Petroleum Institute (he’s on the 
jobber advisory committee), he flies 
if he can save time. Otherwise he’ll 
go by crack train. 

Park, like most rail buffs, will go 
almost anywhere at almost anytime to 
see any live steam miniature. or full- 
scale railroad. He’s been to ones in 
Massachusetts and Colorado, and this 
summer he’s planning a trip to see a 
large, miniature live-steam operation 
in California. 


Woolsey: Working six days a week 


Woolsey Assumes 
New Title At B-A 


THE YOUNGEST marketing vice 
president in the history of British 
American Oil Co., L. R. Woolsey, 
has spent most of his 38 years in and 
around the oil business. 

As a boy in Saskatchewan, he 
would frequently help his oil-agent 
father fill drums and make deliveries 
early in the morning before school 
and late into the night. 

After serving in the Canadian navy 
as an officer during World War II, 
Woolsey became an engineering stu- 
dent at the University of Saskatche- 
wan. In 1949, after graduation, he 
joined B-A as a tank-wagon salesman 
at the company’s Shellbrook, Saskat- 
chewan, branch. 

His rise in the B-A organization 
was rapid. After three years of serv- 
ing in the Regina district, Woolsey be- 
came area manager in the Fort Wil- 
liams, Ont., region. When B-A’s mar- 
keting department was reorganized in 
1956, he became director of direct 
sales at the company’s home offices 
in Toronto. In 1958 he was appointed 
general manager of marketing, and 
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Small craft is big business! 


Yes, small craft is big business and it’s getting bigger! Since 1956, 
gasoline consumption by outboards has gone up over 60%! And the FOR MORE INFORMATION MAIL TO 
Mobil Dealer gets a big share of those sales, both on the highway and 


at dockside. Mobil Oil Company, Room 2062 
Mobil Dealers can offer the almost 6,000,000 owners of outboards A Division of Socony Mobil Oil Co., Inc. 
a complete line of marine products, from fuels to oils, batteries to 150 East 42nd Street, New York 17, N.Y. 
specialty products. Outstanding products, like Mobiloil Outboard, Please contact ine 20 that we might discuss the 
Mobilgas, Mobilube Outboard Gear Oil. possibility of my handling Mobil products. 
Mobil small craft business can be big business for you, too. Have 
you ever considered doing business with Mobil? Name 





Address 
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These Products 


SEL 
Your Products 


A COMPLETE LINE OF | 
MOTOR OIL CABINETS | 


SELO/L 


helps you... 


Increase motor oil sales 

Speed driveway service jf 

Promote station cleanliness ! 
4 


Choose from 5 models 
including a new 48- 
inch SELOIL cabinet to 
match low silhouette 








lube-service center 


@ A complete customer reminder 
service and lube-bay record 
system including work desk. An 
effective system to build repeat 
business and lube-bay profits. 
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e ROLL-A-DOOR 
Tire Merchandising Cabinet 
MASS DISPLAY and point-of-sale adver- 
tising that’s always visible to increase 
tire sales. Opens in seconds. Doors 

roll on ball bearings. Capacity 108 
average size tires. 





REFRESHMENT Poiia 


@ Refreshment Patio 


Take advantage of today’s growing de- 
mand for vending. Build sales volume and 
improve station operation. Available in 
lengths of 12, 18, and 24-feet. 

@ VENDING SHELTER available for eco- 
nomical protection of vending equipment. 


MODERN METAL PRODUCTS CO 
P.O. BOX 1798 e GREENSBORO, N. C. 
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last month assumed the position of 
marketing vice president. 
Woolsey, who’s on the job an aver- 


| age of six days a week, devotes most 
| of his leisure time to his wife, Alice, 
| and their four children. He also finds 


the time to skip a rink in the B-A 
curling league. 


NEWS NOTES 





Thomas H. Cahir 
was elected presi- 
dent of Peoples Gas 
Stations Inc. at the 
company’s annual 


board meeting. Ca- | 


hir, former Balti- 
more division man- 
ager for Cities 


Service Oil Co., | 


succeeds W. C. 
Wills, who was 


elected chairman of | 


Cahir the board. Other 
officers re-elected for one year terms are: 


Frank Wardlow, vice president; Robert 


C. Lowe, secretary; and F. J. Domick, 
treasurer. 
+ 
Arthur A. Draeger has been named 
manager of economic and marketing re- 
search for the Esso Div. of Humble Oil 
& Ref. Co. He succeeds Robert B. Fergu- 


| son who transfers to the marketing co- 


ordination department of Esso’s parent, 
Standard Oil Co. (New Jersey). Draeger 


| joined Esso last year as assistant manager 
| of marketing in New York state. Before 


that he was with the Humble division as 
manager of the northeast area. 
J 
H. H. Raborn, formerly treasurer and 
assistant secretary at Kerr McGee Oil 
Industries Inc., has been made a vice 


| president and general manager of mar- 


keting. In this newly created position, 


| Raborn will be responsible for the com- 
| pany’s 
| functions. Continuing to head the depart- 


marketing and merchandising 


ments now within Raborn’s area of re- 


| sponsibility are: W. H. Boyle, vice presi- 
| dent, branded marketing; P. C. Bennett, 


general manager, property acquisition 
and development; L. H. Sullivan, general 


| manager, bulk sales; A. R. Gockel, gen- 


eral manager, supply and distribution; 


| D. R. Frey, general manager, product 
development and quality control; and 
| W. J. Fuchs, merchandising manager. 


© 
Albert F. Lafky, Spokane, has been 
named president of the Oil Heat Insti- 
tute of the Inland Empire in Washing- 
ton. Other officers are: G. A. Tooley, 
Pasco, vice president; Glenn Felton, Ken- 
newick, secretary; F. L. Croteau, Spo- 
kane, treasurer; and M. E. Whiteley, 
Spokane, advisory committee member. 


. 
Atlantic Ref. Co. has a new New 
England marketing manager. He’s Or- 
ville K. Schmid, who succeeds the retir- 











THIS 


WA 


TUNE-UP 
CENTER 
folalhy 


$329°° 


THE HT-900 


* NO SPECIAL SCHOOLING- 
* WHY PAY MORE? 


A full year guarantee backs 
this first practical portable 
tune-up center. It is entirely 
self-sufficient — has no bat- 
teries, chargers or permanent 
hook-ups. Equipment in- 
cludes Herbrand’s “‘controlled 
output”? Timing Light, Coil- 
Condenser Tester, Generator- 
Regulator Tester, Combina- 
tion Dwell-Tach, Compres- 
sion Gauge and Adaptors, 
Remote Starter Switch, plus 
a Vacuum and Fuel Pump 
Gauge. The professional cab- 
inet even has three drawers 
for ignition parts, starters 
and generators. 


See it—make your own test. 
Ask your jobber. 














WERBRAND DIVISION « THE BINGHAM -HERBRAND CORPORATION - FREMONT, ai | 


ing Harold W. Jollie, a 34-year man with 
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FOR SERVICE 
AND PROFIT 


USE A 


GLOBE 





Fame (endac 


HOIST 


EK profit, sell safety through periodic 
inspection and maintenance. This requires lifting 
cars on a Hoist . . . because three out of four service 
jobs are accessible only from below the car. 

And Globe Hoists (FS-10 single post and FS-27 
two post) have unmatched superiorities for both 
lubrication and service. They get cars up faster, 
provide greater accessibility. Full rotating 3-position 
pads, mounted on long-sleeved, easy swiveling arms 
reach specified pick-up points for all cars . . . with 
nearly 20% extra reach to cover future needs. 

For complete data on Globe Frame-Kontact 
Hoists, write to Globe Hoist Company, East Mer- 
maid Lane at Queen Street, Philadelphia 18, Penna. 


>. 
~~ ROLL-ON TYPE. Sf 
AUTO Ay TWO-POST, 
“FRAME-KONTACT” T 


SINGLE POST 


‘ Re pe 


““FRAME-KONTACT” NG TWO-POST, AUTO 
TWO-POST 


& 








June, 1961 * NATIONAL PETROLEUM NEWS 


Low Up to 39% more 
in profile where undercar accessibility 
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Atlantic. Schmid has been with Atlantic 
since 1937, holding various marketing 
positions in the New England region. 

Also at Atlantic, J. M. Connelly ad- 
vances to district manager at Wilkes- 
Barre, Pa., succeeding E. D. Walter, who 
becomes district manager in Boston. 
M. C. Balliet has been appointed direct 
marketing manager for the Philadelphia, 
and North and South Jersey districts. 

* 

Jim Gilleland, Bellevue, has been elect- 
ed new president of the OHI of Washing- 
ton, succeeding Loren Pearce, Seattle. 
Other new officers are: John Myers, Brem- 
erton, vice president; John Martin, Mount 
Vernon, secretary, and Albert G. Flour- 
noy, Seattle, trustee. 

* 

The former general attorney for Phil- 

lips Petroleum Co., William J. Zeman, 





has been elected a director, vice presi- 
dent and general counsel. He succeeds 
Rayburn L. Foster, who is retiring. 


e 

Dr. William E. Bradley, Union Oil Co. 
of California’s director of research, has 
also been elected a vice president. 


8 

The Ohio Oil Co. has made three per- 
sonnel changes in its marketing depart- 
ment. Wayne F. Burke, former manager 
of the Michigan marketing district, moves 
to Indianapolis as assistant manager of 
the Indiana marketing district. Burke is 
succeeded by Joseph B. Crowley, who is 
in turn succeeded as Michigan sales man- 
ager by Fred B. Knapp, manager of 
Ohio’s Muncie, Ind., marketing zone. 

te 

The Eastern Petroleum Credit Man- 

agers Assn. has elected new officers to 


For your choice consumer accounts... 


i 


You will build consumer business and 
gain good will by equipping choice 
accounts with a Tokheim Electric 
Power Pump Deluxe. This handsome 
low-styled unit features a bright alu- 
minum shield which sweeps across 
the front of the pump, enhancing its 
appearance and protecting the sur- 
face against marring. Pumping unit 
is the self-priming, rotary vane type, 
powered by a 4 h.p. capacitor motor 
which starts easily on low voltage. 


General Products Division 


TOKHEIM CORPORATION 
Fort Wayne 1, Indiana 


1650 Wabash Avenue 


a 
Se ] 
ste 


% 


Model 86-D Electric 
Power Pump Deluxe 


Direct-drive integral design of pump 
and motor eliminates belts, packing, 
and mechanical seals; increases efh- 
ciency. Pump delivers 14 gallons per 
minute. Measuring unit is Tokheim 
designed; accurate, with easy-to-read 
counter and totalizer. Ten feet of 34” 
hose with nozzle. Weather-resisting 
baked enamel finish. One year guaran- 
tee. Ask your Tokheim representative 
about Model 86-D today. Write for 
catalog showing full line. 


Symbol of Excellence 





Subsidiaries: GenPro tnc., Shelbyville, indiana; Tokheim of Canada, Ltd., 


JOKHEIM 


AND ACCESSORIES 


Toronto, Ontario; Tokheim International, A. G., Lucerne, Switzerland 





serve for the coming year. They are: 
D. C. Davies, Gulf Oil Corp., president; 
J. R. Harding, Richfield Oil Corp., of 
N. Y., A. IL. Richardson, Sun Oil Co., 
and W. E. Youngman, Texaco Inc., vice 
presidents; C. M. Mathewson, Cities 
Service Oil Co., secretary-treasurer; and 
D. R. Meredith, Credit Assn. of Western 
Pennsylvania, assistant secretary-treasurer. 


Martin 


Hughes Haigh 


Four new vice presidents have been 
named by the board of directors of 
Standard Oil Co. (Ohio). Ralph A. Martin 
will head the accounting department as 
vice president and controller. Joseph A. 
Stoll, a 35-year man with Sohio, becomes 
vice president of supply and transporta- 
tion. Dr. Everett C. Hughes, former man- 
ager of the research department, takes 
over as vice president. Robert W. Haigh, 
Sohio’s director of planning, becomes vice 
president of the department. 

Also at Sohio, Frank A. Kolb, adver- 
tising manager since 1952, has been as- 
signed additional duties as manager of 
retail merchandising. 

e 
Harold T. Cruik- 
shank Jr. has been 
appointed deptuy 
marketing coordi- 
nator for Standard 
Oil Co. (New Jer- 
sey). Formerly 
marketing advisor 
for Europe, the 
Mediterranean 
area, and West 
Africa, Cruikshank 
hs has been with Jer- 
Crolishenk sey for 26 years. 
Most of his career was spent with the 
Esso Standard division, working for 18 
years in the New Jersey division. In 1957 
he was transferred to Esso’s New York 
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headquarters as assistant operations man- 
ager. He later became manager of service- 
station development and then manager of 
the reseller sales division. In 1959 he 
went to Jersey as manager of the market- 
ing development division. 

W. H. Johnson succeeds Cruikshank as 
European marketing advisor. He was 
formerly assistant marketing advisor for 
eight European countries. 

» 

Ogden S. Babson, former administra- 
tive assistant of the North Carolina Oil 
Jobbers Assn., has been appointed execu- 
tive secretary of the South Carolina Oil 
Jobbers Assn. He is succeeded in North 
Carolina by W. A. Mallard Jr. 


e 

Wilshire Oil Co. of Calif. has made 
several changes in its marketing depart- 
ment. Robert F. Warren has been named 
coordinator of sales in the company’s 
three-state marketing area. He is suc- 
ceeded by R. F. Burns as southern Cal- 
ifornia regional manager. Burns is suc- 
ceeded as Ontario district manager by 
G. D. Carter; Carter is succeeded as 
Santa Fe Springs area manager by R.L. WINNERS of the Petroleum Club awards sponsored by New York City 
— Wilshire. Harold *hristi Community College were given plaques at a luncheon in their honor. Dr. 
PB v8 inp sey BT oe Lawrence L. Jarvis (extreme left), president of the college, presented the 
ket development, responsible for all real- “Petroleum Student of the Year” award to Dean G. Hotaling, senior at the 
estate activities of the company. He is a _ COllege. Mrs. Betty H. Donnelly, trustee of the college, presented the “Petroleum 
former vice president of a construction Man of the Year” award to Edward G. Heeg, executive vice president of the 
and property-development firm. New York Heating Oil Assn. 


Take the whole family 
everywhere - economically #7 gape mri: 


NPN’s annual mid-May FACTBOOK issue is the , ¢ ustom- B Ul t! 
ideal medium in which to present your whole prod- 
uct line to oil’s marketing management. The Nation- 
al Petroleum News FACTBOOK is oil marketing ; yes. 
management's first information source. They keep it FA | \ Made up to a stand- 
handy the year-round; refer to it constantly. | | ; ard ... not down to 
Supplement the FACTBOOK’s directories of oil i ; ‘ 
marketing equipment and TBA sources with your at a pce... ee ee 
own company’s illustrated and detailed product di- . can’t buy better CORD- 
rectory. The FACTBOOK will keep it on buyers’ PN 
desks the year around and bring it to their attention + 
throughout the year. a \ age, safety, and per- 





UROY ... more mile- 





formance. Double life- 
Oil Marketing's Reference Information Annual Published in Mid-May time guarantee. 


vary arin vens F AGT 


Fer Oil Marketing Management BOOK 
om ore). 1°10), 10) sae 
y A McGraw-Hill Publication © RUBSER “SS 


330 West 42nd Street, Gi): COMPANY — 


New York 36, N. Y. SS ous ra - 2 a oe - 2-2 oY ot ce 
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NOW! Refinished 


INDENTED COMPUTER WHEELS 


for as little as 


$937 


You can get refinished gasoline pump com- 
puter wheels (with INDENTED figures) by 
sending in your used, old-style computer 
wheels as exchange replacements. Save 
money in your pump-repair program, reduce 
maintenance costs, and insure longer com- 
puter life in-the-field. Try our GUARAN- 
TEED service and prompt delivery for the 
very finest there is in computer-wheel and 
totalizer refinishing. 


WRITE TO-DAY 
for Complete Details 


PER COMPLETE SET 
Of 18 WHEELS 
F.0.B. East Dedham, Mass 


the Cambridge company 
80 MILTON STREET, EAST DEDHAM, MASS. 








HAVE TOMORROW'S STATION TODAY WITH 


“GASILE’”’ 


STEEL FORMS 


(T.M. REG. & PAT. NO. 2,767,626) 





WRITE FOR INFORMATION OR PRICES 
ww. B. GOODE COMPANY, INC. 
PHONE ELGIN 3-556! * 2915 WEST LEIGH STREET * RICHMOND 30, VIRGINIA 





20M ONE SOURCE! 


ALL MAKES...ALL MODELS 
Gaskets and Packings 


for SERVICE STATION 
DISPENSING & HYDRAULIC EQUIPMENT! 


Includes: 
Meter Leathers * Diaphragms * Stem Packings 
Hose Washers * Visa Gauge Gas Kit Sets 
Meter Gas Kit Sets ¢ All Types of Gaskets 
Gasoline Lube & Kerosene Pump Leathers 
Hydraulic Hoist Packings * Discs for Pump Nozzles 
4 Nozzle Disc Assortment * Gas Kit Sets® 
Write today: Retractor Hose Cable & Attachment 


SEARLE LEATHER & PACKING CO. 2105 N. Marianna Ave., Los Angeles 32, P.0. Box 32188 
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Illinois Petroleum Marketers Assn. re- 
elected Jack Sweney of Sweco Oils Inc., 
Gulf jobbership in Peoria, as president 
for a second term. 

Elected vice presidents were: George 
Oehler of Economy Oil Co., Elgin; 
Harold Sonntag of Central Oil Co., Men- 
dota: and James Diekman of Midwest 
Oil Co., East Peoria. Wyatt M. Patterson 
of Patterson Bros. Oil & Gas Co., 
Williamsville, was named treasurer. 

New men on the board are: Paul 
Friend of K. Friend & Co., Chicago; 
Virgil D. Anderson, Aledo; Jack Sullivan 
of Joliet & Lockport Petroleum Corp., 
Joliet; and William Daniels of Daniels 
Oil Co., Pontiac. 

New managing 
director of Nation- 
al Oil Fuel Institute 
of Greater Wash- 
ington, D. C., (for- 
mer Oil-Heat Insti- 
tute of Greater 
Washington, D. C., 
is Harry I. Clark- 
son, of Bethesda, 
Md. He succeeds 
Graham Shields, 
who has retired to 

Clarkson Ft. Myers, Fla., 
after serving the local group for 15 years. 
Clarkson, a native of Oklahoma, has 
been in the capital area since 1943, 
working as a radio announcer, radio pro- 
gram director, and television producer- 
director. 

& 

Charles H. Burkhardt, vice president 
of National Oil Fuel Institute and man- 
aging director of its marketing distribu- 
tion division, is recovering from injuries 
sustained late in April when he was in- 
volved in an auto accident near his home 
in Little Neck, L. I., N. Y. He is ex- 
pected back at work in a short time. 

Burkhardt entered the hospital one day 
before he was scheduled to leave for 
the final Oil-Heat Institute convention in 
Washington. At that time, Burkhardt was 
managing director of OHI and national 
secretary of its distribution division. 


B 

Joseph V. Bres has joined Humble Ojl 
& Ref. Co.’s southeast regional staff as 
administrative assistant to R. H. Venn, 
regional vice president, and C, G. Her- 
rington, general manager. Bres was for- 
merly assistant manager of the com- 
pany’s New Orleans marketing district, 
and will continue to be headquartered 
in that city. 

a 

Pure Fuel Oil Co., a subsidiary of Pure 
Oil Co., has a new president. M. A. 
Schneider succeeds C. R. Jonswold to the 
position. Jonswold recently was named 
manager of the parent Pure’s retail fuel- 
oil sales department. Schneider has been 
executive vice president of Pure Fuel 
since 1958. 

® 

“We're glad your retiring, so we won't 
have to compete with you any more.” 
That was the theme of a farewell dinner 
given for Dwight Colley, former market- 
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ing vice president of Atlantic Refining. 

A group of marketing executives from 
competitive companies honored Colley 
early in May at the Union League Club 
in New York. 

As a farewell gift, Colley received 
some Swedish glassware. (For an article 
about Colley’s retirement, see NPN May, 
p 159). 

Colley has accepted reappointment as 
director of Brand Names Foundation Inc. 

o 


John E. Herbert 

of Herbert Fuel 

Co., Darien, is the 

new president of 

Better Home Heat 

Council of south- 

western Connecti- 

cut. He succeeds 

Antonio D. Sabia. 

Council members 

named M. Muchin- 

sky of Home Oil 

Co,. New Canaan, 

Herbert as vice president, 

and Richard Gruber of Independent Oil 

Co., as treasurer. E. Leroy Emanuelson 

continues as executive secretary of the 
group. 

7 

Operating under its new constitution, 
Empire State Petroleum Assn. elected 
fewer officers at its spring convention in 
April and added many new faces to its 
board under a new policy that limits 
board members’ terms to two. 

As president, members named Halsted 
Park Jr., H. H. Park, Inc., Katonah, N. Y. 
Park succeeds Harry Cool, George Hall 
Corp., Ogdensburg. 

William H. Van Voast, Tryon Oil Co., 
Johnstown, was named vice president. 
Prior to this, ESPA elected four vice 
presidents. 

Treasurer is Lloyd Newcombe, Amos 
Post, Inc., Catskill. Bob Stromberg was 
named secretary, effective May 1, to suc- 
ceed retiring Charles A. Lockard, and 
Owen Oxley was named assistant sec- 
retary. 

New members of the board include 
Jerry Affron, Affron Fuel Oil Co., New- 
burgh; Robert Fuller, Parish Oil Co., 
Parish; Leonard Braun, Piping Rock 
Petroleum Co., Halesite; P. Boice Esser, 
High Point Oil Terminal, Mt. Vernon; 
W. F. Carvell, Jr., R. K. Ballard, Inc., 
Kingston; J. E. McAllaster, J. E. Mc- 
Allaster Oil Co., Inc., Gouverneur, and 
Morton S. Winters, Eastern Petroleum 
Corp., Potsdam. 


Deaths ... 


Charles A. Hughes, 85, director and 
executive secretary of Southern Petro- 
leum Co., died April 9 in Memphis, 
Tenn. Hughes, who had been associated 
with Southern Petroleum for 25 years, 
remained active in the industry until his 
health failed about three months ago. 
He is survived by a son and two 
daughters. 
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TO HELP YOU SELL MORE MAC'S IN 1961 





J. S. Anderson co-founder of the 
Anderson-Prichard Oil Co., died April 
29 in Oklahoma City at the age of 75. He 
and L. H. Prichard founded the company 
in 1921, and Anderson served as its vice 
president until 1946 when he sold his 
interest in the company. He is survived 
by his wife and one son. 


@ 

M. H. (Hamp) Clark, 46, died recently 
in Savannah, Ga. Clark was manager and 
chief stockholder of Savannah Terminals 
Inc. (handling asphalt for Shell on a 
through-put basis), and Petroleum Termi- 
nal Inc., (handling Shell gasoline and 
fuel oil on a through-put basis). 

Clark was a native Georgian and had 
been in the oil business since 1958 when 
the Savannah asphalt terminal was built. 


ff 
Otto D. Donnell, 77, retired president 
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of Ohio Oil Co., died April 9 at Findlay, 
Ohio. 

Donnell joined Ohio Oil in 1895 as 
an office boy when the company was 
only eight years old. He received a me- 
chanical engineering degree from Case 
Institute of Technology in 1906, and be- 
came a fulltime engineer with the com- 
pany. In 1910 he was elected a director, 
and became vice president three years 
later. He succeeded his father, the late 
J. C. Donnell, to the presidency in 1927. 
Upon his retirement in 1948, he was suc- 
ceeded by his son, J. C. Donnell II. 

Donnell was a charter member and an 
honorary director of API, and midwest- 
ern chairman of the petroleum industry’s 
production committee during World War 
II. He is survived by his wife and three 
sons. 

6 





“If I’ve told you once, I’ve told you fifteen times, 


Dorothy...gin in the decanter. Mac’s No. 13* 


in the radiator. Now repeat after me...” 


*Smart people know Mac’s No. 13 is the 
best rust inhibitor for car radiators. It 
keeps the cooling system running clear 
for a whole year. You can get Mac’s No. 
13 at just about any service station. 


A whole series of sales-making ads like this one will 
be telling the story of Mac’s famous radiator products 
(MAC’S NO. 183, SEALER & STOP LEAK, COOL- 
ING SYSTEM CLEANSER) month after month in: 


TRUE - PLAYBOY - FIELD & STREAM - 
SPORTS AFIELD - OUTDOOR LIFE - 
MOTOR TREND - POPULAR MECHANICS - 
POPULAR SCIENCE ses men’s magazines that 


veach your best customers regularly. Watch for them! 
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in weatherstripping ... 
window channels ... trunk 
seals . . . rubber bumpers 


It takes a lubricant of super 
strength ... and extreme tem- 
perature range to effectively 
stop squeaks in these trouble 
spots. 


SIL-GLYDE is the answer... 
it has far greater film strength 
than ordinary lubricants. Pro- 
vides longer lasting lubrica- 
tion on rubber-to-rubber and 
metal-to-metal surfaces. SIL- 
GLYDE is waterproof... 
won’t wash out, freeze, gum 
or melt. Prevents weather- 
stripping from freezing, stick- 
ing and pulling apart in cold 
weather. Performs from 20° 
below to 400° above zero. 


Put SIL-GLYDE to work for 
you. Excellent to silence body 
squeaks in hardtops, converti- 
bles and station wagons. (Also 
ideal for brake lubrication.) 


SIL- GLYDE 


LUBRICATING COMPOUND 
with SILICONE 


FOR AUTO & HOME 


SIL-GLYDE i iyenicarms 
lubricating } with SILICONE 
compound g 
with 
SILICONE 
PREVENTS 


FREEZING, STICKING 
ELIMINATES SQUEAKS 


} 


1%-oz. bubble-pack tubes; 
4-oz. tubes; 8-oz. cans; 6 and 
16-0z. aerosols. 


Another “STANDARD OF THE 
INDUSTRY” from 


AMERICAN GREASE 
STICK COMPANY 


Muskegon 
Michigan $G-350 


SEARCHLIGHT SECTION 
ewrLowMeNt: “OPPORTUNITIES 22"! 


Individual Spaces with border rules for prominent 
display of advertisements. 


The advertising rate is $17.75 per inch for all 
advertising appearing on other than a contract 
basis. Contract rate quoted on request. 


Employment Seneneatine- 281. 00 per inch, sub- 
ject to Agency Commission. 

An advertising inch is measured %” vertically on 
one column, 3 columns—30 inches—to a page, 


DISPLAYED RATES. UNDISPLAYED 


$1.80 per line, minimum 3 lines. To figure advance 
payment count 5 average words as a line. 
Positions Wanted take one-taii of above rate. 
wg .— in care our New York, Chicago & 
n Francisco offices count as one additional line.. 
Discount of 10% if full 2 pai is made in advance 
for 4 consecutive insertion 
Send NEW ADS or caiiilloe to Classified 
Advertising Division NATIONAL PETRO- 
LEUM NEWS, P.O. Box 12, New York 36. 








INCREASE YOUR PROFITS 
WITH 
—A REAL BUY— 


1957 INTERNATIONAL $160—29,950 ACTUAL MILES 
—1800 GALLON 3 COMPARTMENT TANK TRUCK— 
GOOD TIRES—100 GPM 2” NEPTUNE METER— 
TICKET IMPRINTER—GOOD HOSE AND REEL REAR 
PLATFORM MOUNTED. 


READY AND WILLING TO SPEED UP YOUR DELIVERY 
SERVICE. 


Write or Cali—Mr. E. C. Weise 
Small Bros. Oil Co. 
P. 0. Box 216 
Chicago Heights, Illinois 
Telephone Skyline 4-5895 





FOR SALE 


Tank Truck—1045 gal., 5 cpts., Ford F-600. 
Excellent condition. Side compartments, 2” 
meter-printer-electric hose reel rear $2,100. 
Halwachs Petro Prod., Olean, N. Y. FR 2- 
916l. 














ADDRESS BOX NO. REPLIES TO: Box No. 
Classified Adv. Div. of this publication 
Send to office nearest you. 
NEW YORK 36: P. O. Box 12 
CHICAGO 11: 645 N. Michigan Ave. 
SAN FRANCISCO 11: 255 California St 


POSITION VACANT 


Oil Sales Executive: If you are one of the best 
products sales executives in the Petroleum In- 
dustry and if you are also willing to be a working 
salesman yourself in the development of new 
business you may be the man we want. We are a 
small integrated international Oil co. You can 
live and work either on the Atlantic Coast or the 
Pacific Coast of the U.S. or abroad, Starting 
salary from $20,000 to $35,000 depending on your 
experience. Our own e xecutives know of this offer. 
Write giving details to P-6766, National Pe- 
troleum News. Your reply will be kept confiden- 
tial. We have an executive stock option plan. 


POSITION WANTED 


Desire Employment with Oil Company in Florida, 
presently employed as division real estate man- 
ager of major oil company. Experienced in all 
phases of marketing, branded and unbranded, in- 
cluding termina] management. Former resident 
not a retiree—would consider investment. PW- 
6418, National Petroleum News. 


SELLING OPPORTUNITY WANTED 


Manufacturers ‘Representatives covering Connec- 
ticut, New York, New Jersey and Philadelphia 
seeking oi] equipment lines. Calling on major, in- 
dependent oil companies and contractors. RA- 
6710, National Petroleum News. 


BUSINESS OPPORTUNITY 


Interested Major, Independent Operation Corp. 
Partnership. Credit capital experience. Prefer 
S. W. Immediately. BO-6750, National Petroleum 
News. 


FOR SALE 


Tank Truck-2000 gal., 4 compartments 700-500- 
300-300-200. Double bulk heads, 2 inch Meter 
Electric Hose Ree] Bucket Box—1000 x 20 tires. 
Ford chassis. Este Oil Co., 5556 Vine St., Cin- 
cinnati 17, Ohio. Avon 1-6300 


International L-192 pumper, 2100 gals., meter, 
ticket printer, etc. Good condition. $2,400.00 com- 
plete. Holt Oil Co., Federalsburg, Md. 


FOR LEASE 
Deep water storage facilities in Metropolitan 
Philadelphia area in New Jersey available for 
lease. 3—20,000 barrel Floating Roof Tanks avail- 
able immediately. Write P. O. Box 55, Vineland, 
. J. for details. 


Wanted: 


IDEAS AND PATENTS, 
ON SPECIALTY 
VALVES AND FITTINGS, ETC. 
FOR THE PETROLEUM INDUSTRY 


UNIVERSAL VALVE CO. 
409 South Street, Elizabeth, NJ. 








For Sale 
MAJOR BRAND JOBBERSHIP 


complete line of petroleum products and T B A, 
cated in good southeastern city, sales approximately 
e million gallons per year. Some financial assistance 
an be arranged, Write B 0 6721—National Petroleum 
News, Class. Adv. Div., P.O. Box 12, N.Y. 36, N.Y. 














SEARCHLIGHT 


EQUIPMENT 
LOCATING 
SERVICE 


Dri one or Obligation 


aimed at helping you, the 
CHLIGH T” to locate Sur- 
ised equipment not currently 
ervice is for USER-BUY- 
» use: Check the dealer 
nat you want is currently 
t, send us the specifica- 
the equipment and/or compon- 
the coupon below, or on 
company letterhead to 
SEARCHLIGHT EQUIPMENT LOCATING SERVICE 
Classified Advertising 
c/o Nat. Petroleum me P.O. Box 12, N.Y. 36, N.Y. 
me wi be brought 
n of the eduip- 
ng in this section 


directly from them. 


SEARCHLIGHT EQUIPMENT LOCATING SERVICE 


Classified Advertising—National Petroleum News 
0. Box 12, N.Y. 36, 


Please help us to locate the following used 
equipment: 


NAME 

TITLE COMPANY 

STREET 

CITY ZONE. .. STATE 
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e@ New Frontier. Scene: Washington, D.C. The Willard 
Bar, shortly after five. Thickly packed crowd, feverish 
conversation. Voice rising above the din: “Well, I guess 
if I’m old enough to be Attorney General of the United 
States, I’m old enough to be served at the bar!” 


e@ Telltale Indication. Bill Gove says the true sign of ad- 
vancing age is when you depart for a convention and your 
wife—who used to admonish you to watch your step— 
solicitously urges you not to get tired. 


e Silver Lining. An oil jobber who describes himself as a 
Goldwater Conservative says he always looks for the bright 
side. He’s thankful, he says, that at least we don’t get as 
much government as we pay for. 


e Round One. The salesman came home on payday with 
only $20 in his pockets. 

“Where’s the rest?” demanded his wife. 

“I, er, bought something for the house.” 

“Oh?” said his wife, mollified. “What was it?” 

“A round of drinks.” 





“So much for the down-payment. Now 
let’s figure the monthly charges.” 











e@ ... By Any Other Name. Stations had self-service from 
the very beginning, observes Don Morgan, BP’s Ontario 
division manager. It just went under another name—pil- 
ferage. 












































“So far, last month was our big one.” 





“1 keep winding, but the 
cuckoo still hasn‘t shown.” 
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Rohm & Haas Co. 80 
Roper Hydraulics, Inc. 15 
Rotary Lift Div., Dover Corp. 46 


Schrader’s Son, A. 176 
Scovill Mfg. Co. 58 
Searle Leather & Packing Co. 200 
Sinclair Refining Co. 4 78 
Smith Corp., A. O. 125, 126, Fourth Cover 
Standard Steel Works, Inc. 47 
Sun Oil Co. 97 


Tenneco Oil Co. 180 
Texaco, Inc. 163 
Thermoid Div., H. K. Porter Co., 

Inc. 68, 69 
Tokheim Corp. 166, 198, Third Cover 
Trailmobile, Inc. 150, 151 
Tretolite Div., Petrolite Corp. 160 
Tung-Sol Electric, Inc. 67 
Tyrex Inc. 50, 51 


Union Carbide Consumer Prods. 
Co. 98, 178 
U.S. Rubber Co. 8 


Vapor Recovery Systems Co. 48 
Veeder-Root, Inc. 132 
Viking Pump Co. 168 


Wayne Pump Co. 143-146, 170 
Whiteway Mfg. Co. 162 
Wilson’s Sons, Inc., Wm. M. 165 
Wood Company, John .. 17, 18, 21, 23, 25 
Wood Company, John 27, 29, 31) 33 


CLASSIFIED ADVERTISING 
F. J. Eberle, Business Mer. 
Employment Opportunities 
Business Opportunities Mea 
Equipment (Used or Surplus New) 
For Sale : Deere 
Wanted 





Regional Sales Representatives 


ATLANTA 9, 1375 Peachtree Street, N.E., 
Raymond K. Burnet, Trinity 5-0523 


BOSTON 16, Copley Square 
Dawson A. Rutter, Congress 2-1160 


CHICAGO 11, 645 North Michigan Ave., 
Edward A. Callahan, Jr., Mohawk 4-5800 


CLEVELAND 13, 1164 
55 Public Square 
Walter G. Berger, Superior 1-7000 


Illuminating Bldg., 


DALLAS 1, 2100 Vaughn Bidg., 1712 Com- 
merce Street 
John Grant, Riverside 7-9721 


DENVER 2, Tower Bldg., 1700 Broadway 
John W. Patten, Alpine 5-2981 


DETROIT 26, 856 Penobscot Bldg., 
Walter G. Berger, Woodward 2-1793 
Carl J. Coash Jr., Woodward 2-1793 


HOUSTON 25, 725 Prudential Bldg. 
Donald Hansen, Jackson 6-128] 


LOS ANGELES 17, 1125 West 6th Street 
Peter S. Carberry, Huntley 2-5450 


NEW YORK 36, 500 Fifth Avenue 
Dawson A. Rutter, Oxford 5-5959 


MINNEAPOLIS 2, First National Bank Bldg. 
Edward A. Callahan Jr., Federal 2-7425 


PHILADELPHIA 3, 6 Penn Center Plaza 
Charles J. Jefferis, Locust 8-4330 


PITTSBURGH 22, Four Gateway Center 
Walter G. Berger, Express 1-1314 


PORTLAND 4, Room 445, Pacific Building 
Scott Hubbard, Capital 3-5118 


SAN FRANCISCO 11, 255 California Street 
Peter S. Carberry, Douglas 2-4600 


ST. LOUIS 8, 3615 Olive St., Continental 


Bldg. 
Edward A. Callahan Jr., Jefferson 5-4867 
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Which pump its the 


most economical ? 


Pump “B”, because it’s a Tokheim Model 448, 
designed to save in many ways. First cost is low 
because of simple, unlighted design. Saves on 
power and light bulbs. Rarely needs refinishing 
because of few painted surfaces. Porcelain dial 
faces, stainless steel sides, don’t mar; stay bright 
longer. Working parts are of traditional Tokheim 
quality—motor, pump and meter perform flawlessly 
for years. These are a few savings. There are many 
more. Compare Model 448 with any other pump. 
We believe you will agree that Tokheim is the 
most economical. Call your representative today! 


Write for Bulletin! 


SYMBOL OF EXCELLENCE 


TOKHEIM CORPORATION 
—T OKHEIM®” FORT WAYNE, INDIANA 


GASOLINE PUMPS 





Subsidiaries: GenPro Inc., Shelbyville, Indiana; Tokheim of Canada, Ltd., 
Toronto, Ontario; Tokheim International, A. G., Lucerne, Switzerland 





meters le set stop equip- 


meters wae deaerators 


: and ticket printers 


Available in straight totalizing counters, 
reset counters, set stop counters or large 
numeral counters with or without printers. 


Dual adapters permitting use of two 
counters indicating both gross and net 
gallons. Angle adapters tilt counter 45° 
for easy reading. Counter shifters to 
change from counter to counter while on 
stream, 


For delivering prede- 
termined quantity of 
ment liquid or stopping and 
starting.an electric- 
ally driven pump re- 
mote from the meter. 


For separation and release of 
entrained air and gas from 
; product before they are me- 
) tered — a must for metering 
accuracy. 


compensation 


Automatically corrects the counter 
reading to true volume at 60° F. 


Permit remote location of the me- 


[S19 
meters 5 remote U Con metering systems 
{O 3! 


ter register and printer. Under- 
writers’ Laboratory approved ex- 
plosion-proof construction. 


key lock 


Permits individual keys to operate 
individual counters and control en- 
tire system, 


ADDAPTABILIT Y 


WITH A. O. SMITH YOU CAN ADD AN ACCESSORY 
TO SATISFY ANY PETROLEUM METERING NEED 


From A. O. Smith — a complete line of meters for petro- 
leum products and a complete line of metering acces- 
sories. Put them together and you have the flexibility 
necessary to meet any liquid measurement need. See 


your A. O. Smith meterman for complete details. SMITH-ERIE DIVISION 


Factory: 1602 Wagner Ave., Erie, Pennsylvania. Offices: Atlanta 5, Ga.; Chicago 3, IIl.; Houston 2, Texas; Los Angeles 22, Calif.; New York 17, N.Y.; 
Newark, Calif., Tulsa, Okla. Canada: Toronto 12, Vancouver 1. A. O. Smith INTERNATIONAL S.A., Milwaukee 1, Wis., U.S.A. 
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